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RALL FIReUP TIME 1S HERE... 


time to ring up do-it-yourself sales 
One-Hand-Operated 


TAGKERS 





No. T-50 All-Purpose STAPLE GUN 


Powerful . . . jam-proof ... shoots a 
staple wherever a nail can be driven! 
The dependable, all-purpose gun pre- 
ferred by professional contractors and 
do-it-yourselfers alike for 1001 heavy 
duty nailing jobs! Uses 6 staple sizes 
up to 9/16”, including CEILTILE — 
the Arrow staple especially designed 


for ceiling tile. 
WIRE FENCING 





No, HT-50M Heavy Duty HAMMER TACKER 


Rugged ... fast .. . hammers a staple 
home with every blow! Perfectly bal- UPHOLSTERING 
anced design permits stapling for hours 
without strain! Saves time and effort 
when applying batt insulation, roofing 
felt, shakes and other building mate- 
Price: $16.50 rials. Loads two full strips, (170) T-50 


staples in 4 sizes up to 4%”, 





No. JT-21 Junior STAPLE GUN 


Light . .. compact . . . economy-priced 
staple gun to appeal to the mass house- 
hold market! Handy for lining shelves 
and closets, repairing upholstery, mak- 
ing valances and scores of light duty 
tacking chores! Comes in attractive 
colors. Ideal for housewife and hobby- 
ist. Uses both 14” and 5/16” staples. 


ARROW TACKERS SPUR “RELATED ITEMS” SALES, T00! 


Like many successful dealers everywhere... you’ll find it pays to display and 
feature Arrow Tackers together with insulation, ceiling tile, wire mesh, 
screening, fibre glass and other remodeling materials, They’re a natural com- 
bination for tie-in sales! Your “do-it-yourself” customers know that Arrow 
Tackers are famous for quality and dependability . . . have seen them adver- 
tised month-after-month in leading national consumer magazines! So, cash 
in on this sure-fire merchandising formula — it means multiple sales for'you! 








Price: $4.95 





SOLD ONLY Write for details on — 
THRU THE _ \ek-2-2-h', ae ae 2 ee eee ce rl re 
"DIRECT To e Arrow’s Dealer Co-Op Advertising 


NEVER DIRECT TO 
THE CONSUMER! 1 JUNIUS STREET © BROOKLYN 12, N. Y. Program 


“PIONEERS AND PACESETTERS FOR OVER A QUARTER CENTURY™ e Arrow’s Dealer Registration Plan 
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“EVERYTHING HINGES ON HAGER /." 


C. Hager & Sons Hinge Mfg. Co. « St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 


Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 











Ne 
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A BIG STEP FORWARD IN 
REMOVABLE WINDOW EQUIPMENT 


An excellent 
feature 
for apartments 
as wel/ as 
homes 


Today, removable windows have 
wide appeal. Among the first to re- 
alize the value of the removable 
feature was Zegers, Inc. About five 
years ago they set out to produce 
equipment that would provide re- 
movability and also assure efficient 
weatherstripping. The job was not 
easy, but constant research and test- 
ing finally brought the desired re- 
sults. Now, the Zegers removable 
equipment, called “Take-out!” is 
available! 


Just a slight sideways pressure of the sash, 
in either direction, and Take-out equipped 
window is out. 

The problem was solved by combin- 
ing famous Zegers Dura-seal princi- 
ples of efficient weatherstripping 
and dual sash support with a new 
compressible jamb, so that weather- 
tight, well-balanced, double-hung 
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™ Lee 
Take-out is real easy to remove 
and replace! 


wood windows now can be lifted 
out and put back easily, quickly. 
No longer will users have to tug and 
struggle to remove and replace win- 
dows. Tests made by independent 
research laboratories show that win- 
dows equipped with Take-out ex- 
ceed F.H.A. requirements by more 
than 50 per cent! 


Probably one of the most important 
Take-out features is Dual Balanc- 
ing* which provides two spring bal- 
ances on each sash, one on each 
side, to prevent the sash from tilt- 
ing. Furthermore, Take-out is coat- 
ed with Zelite, an exclusive process 
that keeps the metal bright and 
beautiful. 


With Take-out, cold, drafts, or dirt 
cannot enter. In the summer, warm 
air cannot enter air-conditioned 
homes through the windows and 
cool air cannot escape. 





Washing Take-out equipped windows 
is no task! 

Builders! Ask your lumber dealer 
about Take-out or write now for our 
new folder. 

Lumber Dealers: Write for new 
Take-out folder and ask to see a 
Take-out Window in operation! 


INCORPORATED 
8090 South Chicago Ave. 
Chicago 17, Illinois 
Manufacturers of Dura-seal Weatherstrip 
and Sash Balance, Take-out, and 
Dura-glide 

*Pat. Applied For 
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Starting January 2, 1961, American Lumberman 
And Building Products Merchandiser 
Changes Its Name to: 

“DSC” means Dealer Sales Control, a 


Building 
ae phrase coined by this magazine to focus 
KA ate ri Pa | ons, attention on the most profitable business 
methods used today by dealers and 


( 


management principles which guide the 


wholesalers. It is one of the permanent 
MERCHANDISER 


—A new name for an old friend, in keeping with our editorial 
coverage of new and better ways to profitably distribute all 
building materials, including lumber and wood products, and to 
accurately describe the remarkable and increasing stature of you, 
our readers, as creative merchandisers. First issue of Building 
Materials Merchandiser: Jan. 2, 1961. 


editors in reporting and interpreting in- 
dustry trends. 

Controling the sale at dealer level can 
stem from land control, prefabing, fi- 
nancing, Home Center stores, strong re- 
tail advertising, installation services, sales 
of new homes or remodeling packages to 
builders or consumers. 

DSC means product brands and specifica- 
tions controlled by the dealer. 


American Lumberman and Building Products Merchandiser is published every 
other Monday by Vance Pub) rp., E. Monroe St., Chicago 3, Ill. 
Subscriptions: one year, U. S. and Canada, 26 issues), $8 for two years, $10 
‘or three = Foreign, for one year. Single current copy, 50¢. Back copies 
bl except uy and uct Data File which . Entered as second class mat- 
er October 2, 1 at the Post Office at Chicago, Ill., under the Act of March 13, 
1879. Copyright © 1960 by Vance Publishing Corp. 
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He hasa 
problem 


a 
mr fy 


_ pennuernon 
WINDOW GLASS 


the world’s finest window glass 


you have the solution 


PennueRNON 


Whether your customer is a homeowner 
who intercepted a pass the hard way, 
or a builder caught in short supply, or a 
home repair contractor, they’ll all mean 
repeat business if you stock PENNVER- 
NON Window Glass. 

Availability: PENNVERNON comes in 
a complete range of sizes and varieties, 
so customers will know they can always 
get what they need from your store. 
Quality: The brilliant surface and re- 
markabletransparency of PENNVERNON 
is the result of a unique PPG manufac- 
turing process that makes PENNVERNON 


more than just ordinary window glass. 
When you sell PENNVERNON, you sell 
true vision. Service: No inventory 
problem with PENNVERNON. Your dis- 
tributor or Pittsburgh branch is there 
to deliver the sizes and types you want 
when you need them. And he'll help you 
sell more PENNVERNON by supplying 
you with a full line of sales aids: signs, 
labels, decals, counter cards, give-away 
folders, ad mats. He’s there to help you 
sell more PENNVERNON. Pittsburgh 
Plate Glass Company, 632 Fort 
Duquesne Blvd., Pittsburgh 22, Pa. 


iP. Pittsburgh Plate Glass Company 


Paints + Glass + Chemicals + Fiber Glass 


In Canada: Canadian Pitisburgh Industries Limited 
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THE EDITORS’ VIEWPOINT 


How Dangerous is National Homes? 


In its zeal to protect the American business community from 
abusing itself, the U. S. Department of Justice has singled out the 
National Homes Corporation for potential restraint of trade. 

The Government is now preparing its case against the big pre- 
fabricator in an action brought under section 7 of the Clayton Act, 
following the acquisition by National of seven other manufacturers 
of prefab houses. 

The charge is that the acquisitions “may substantially lessen com- 
petition or tend to create a monopoly in various aspects of the 
prefabricated house industry.” 

In these competitive days, in this most competitive of all American 
industries, the first reaction to this charge by many people in the 
building materials field is a big guffaw. 

With its newly acquired companies, National Homes had total 
production last year of 36,000 houses. At best, this was 3% of 
total housing starts. 

But the Government’s charge cannot be laughed off. The Anti- 
trust Division of the Department of Justice is very serious about the 
matter. 

The interesting question is: How did the Government arrive at its 
conclusion that National Homes is in a position to over-run the home 
building industry? 

The answer is that the Government apparently believes there is 
a separate and distinct “manufactured homes industry” and that this 
“industry” is composed solely of those prefab firms who are members 
of the Home Manufacturers Association. 

Of course this is an illusion. Thousands of firms are engaged in 
prefabricating some type of major’house component. And hundreds 
of lumber and building materials dealers, wholesalers and others sell 
packaged houses to builders and consumers in the same fashion as 
those 54 companies who belong to the Home Manufacturers associa- 
tion. 

Ironically, it was the Messrs. Price of National Homes, and their 
friends in a select group of prefab companies, who created the 
illusion of a distinct “home manufacturing industry.” 

The Home Manufacturers Association was formed 18 years ago 
to foster the idea of house prefabrication. How many people they 
have persuaded that their association members are a different breed 
than other suppliers of materials, we don’t know. But they have 
apparently convinced the Department of Justice that there is a 
distinctive “home manufacturing industry” within the light construc- 
tion field. 

In actual fact, every member of the Home Manufacturers Associa- 
tion competes with every other supplier of building materials. Every 
home manufacturer performs the same buying, selling and ware- 
housing function as all other building materials merchants and 
wholesalers. 

No love is lost between the nation’s lumber and building distrib- 
uters and National Homes. The reason is that National is in direct 
competition with every dealer and wholesaler—not just competing 
with the relatively small group of prefabers who band together under 
the label of Home Manufacturers Association. 

As a matter of fact, the aggressive growth in yard prefabrication 
by building materials dealers and wholesalers (as often reported in 
this magazine) is the Government’s best assurance that there is little 
likelihood of monopoly in the supply of homes to builders by the 
ambitious brothers from Indiana. 

If you have views on this case, you can send them to the United 
States Department of Justice, Washington, D.C. Address your 
letter to Robert A. Bicks, Acting Assistant Attorney General, Anti- 
trust Division. 

And, send a copy of your views to the Editors, American Lumber- 
man, 59 E. Monroe, Chicago 3, III. 


—THE EDITORS 





“Quality Brands Like These 
Are Bound to Pay Off 
In Satisfied Customers” 





Dealers tell us they feel that way about Sisalkraft 
products because, year after year, they find the sale of 
a Sisalkraft product results not only in a fair profit to 
them, but also in a satisfied customer. Sounds like good 


business to us. We plan to keep it that way. oy i SA LK RA FT 


SELL THE QUALITY SISALKRAFT LINE 
SiISALKRAFT — For concrete curing and protection — general weather 
protection. SISALATION — Reflective insulation and vapor barrier. 


VAPORSTOP — Low cost, rot resistant vapor barrier. SISALITE, 


SISAL-GLAZE, ESKAY-LITE — A complete line of flexibie and AMERICAN SISALKRAFT CORPORATION 
semi-rigid plastic films. COPPER ARMORED SISALKRAFT Chica 
go6 + New York17 «+ San Francisco 5 
~— For concealed flashing and waterproofing. MOISTOP — Polyethylene 3 
and reinforced paper — a permanent vapor barrier. in Canada: Murray-Brantford Ltd., Montreal 


reinforced paper, foil and plastics for construction, industrial packaging and agriculture 
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| NEW 
DEVELOPMENTS 


YOU CAN EXPECT TO SEE A TURNOVER IN GOVERNMENT HOUSING COMMAND as the new 
Administration takes over. The shake-up was taking place 
before the election. 


Julius Zimmerman, now president of the Lumbermen's Investment 
Corporation of Texas, left his post as FHA commissioner under 
a cloud of uncertainty despite the official hearty send-off 
of both subordinates and superiors. 





He was asked at first to remain at the FHA post until the 
Administration changed in January. Then, unexpectedly, the 
White House announced his resignation effective last October 21. 


Also, Norman Mason, administrator of the Housing and Home 
Finance Agency (and now doubling as FHA chief), feels he has 
had his share of Government service and is anxious to return 
to private life. Mason is a former retail lumberman. 











Life is a bit unsettled at the Census Bureau, too. The 
Bureau's widely fluctuated house starts figures from month to 
month this year have caused many building industry people to 
question their validity or at least their value. 








Here are the ups and downs of house starts reported by the 
Census Bureau (seasonally adjusted): An annual rate of 1.3 
million in June; 1.1 in July; 1.295 in August and 1.07 in 
September. 





Incidentally, total house starts figures include apartment 
units as well as single-family dwellings. According to Engi- 
neering News-Record statistics, contracts for big housing 
projects valued at $400,000 and over (mostly apartments) are 
one-third ahead of last year for the first 42 weeks of 1960. 








HERE'S SOME GOOD NEWS, UNLESS YOU ARE A BIG LAND SPECULATOR. The Incentive 
Taxation Committee of California states that land prices might 
now go down instead of up. 





The chairman of this group said: "Up to now, there's been 
little risk; land prices have been rising for 25 years." 
There's little likelihood of a land crash, but the Committee 
expects land prices to stay on a plateau with little or no 
advance. 








Of course, not very many areas have witnessed land price infla- 
tion on the same scale as in California. But the cost of land 
has hurt the building industry everywhere. 








If land prices could be stabilized, it would help keep down 
the rising retail prices of homes. Grossly inflated land 
prices due to speculation particularly hinders low-end priced 
homes--the land becomes more valuable than the houses to be 
built upon it. 





In the future, unimproved land may have to share a larger por- 
tion of the tax burden. This would help put brakes on wild 
land speculation. It would be a move welcomed by many in the 
building industry. 








Turn page for continuation 
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NEW DEVELOPMENTS (Begins on page 9) 


WENA AUTALEEAT OVATE REEL 





LAND FOR FARMING KEEPS RISING IN VALUE, along with the farmer's investment 
in buildings. 


According to recently released figures by the Census Bureau, the 


average investment in land and buildings by farmers increased 
about 40% in value from 1954 to 1959 in the East and Central 


states. The rise in value was relatively lower in the West. 


Total farm income edged up a bit during the second quarter this 
year after a postwar low during the early part of the year. 





Whether this means the farmer will be in a better buying mood 
for next spring depends on the location. Dealers report widely 
different stories about present sales to farmers. 





One thing is sure--when a farm is put into the Soil Bank pro- 
gram, it becomes a dead duck for building materials dealers. 
Maintenance and building is halted on those farms. 


Other farm tips: The farm "renewal" market is now estimated 
at the rate of $720,000,000 a year for the next 20 years 
eeeeeeeCash farm income in the Minnesota area during August 
was 17% higher than a year earlier, says the Federal Reserve 
Bank of Minneapolis. 

















IF YOU HAVE OUT-OF-STATE COMPETITORS IN YOUR MARKET, you might want to 
campaign for Compensating Use Tax Law such as adopted by 


Missouri. 


This is a state tax imposed for the privilege of storing, using 
or consuming within the state any article or tangible personal 
property in an amount equivalent to 2% of the sale price of 

the property. 


All firms selling in Missouri must collect the 2% and give 

the purchaser a receipt and register sales with the Director 
of Revenue, making quarterly reports and payments to the state. 
This includes all out-of-state sellers. 














Contractors in Missouri are not deemed to be in the retail 
business and must pay the sales use tax to their suppliers on 
all taxable transactions. (This differs from many states where 
a contractor need not pay a retailers' sales tax to suppliers.) 





MAYBE THE SO-CALLED BUYER'S STRIKE IS NOTHING BUT POOR SALESMANSHIP. 
Here's a true story: A suburban homeowner in a Midwest state 
decided to add a room to his house. He went to a prominent 
lumberyard, explained precisely what he wanted, asked for 


a price. 


He was told that he would receive an estimate within ea few 
days. He waited a month--but no call from the dealer was 


received. 





He went to a remodeling contractor, and waited several more 
weeks. At last report, he's still waiting! 





Maybe this couldn't happen in your town, in your company. 


But, then again, maybe it could--and does. 





By using a good unit-estimating system, any salesman can com- 


pute a firm price for most remodeling jobs from a single visit 
to the property. It's simply a case of competent management. 
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The Georgia-Pacific warehouse near you carries a vast stock 

of every grade of plywood in every standard size and 

thickness. It is ready to fill your rush order right now! 

@ G-P is the world’s largest producer of plywood. 

@ It delivers consistently top quality plywood because 
it controls its own huge forests and cuts timber for 
specific grades. 

@ G-P guarantees you mill-fresh stock, inside-loaded onto 
freight cars at the production point and stored inside at 
local warehouses. 

For consistently high quality plywood in any grade, call 

your nearest Georgia-Pacific source, or write us today. 


Cor eS 


GEORGIA-PACIFIC 


Plywood & Redwood - Lumber - Hardboard - Chemicals + Pulp & Paper 
Dept. ALBP 1160, Equitable Bldg., Portland, Ore. 


Please send me complete information and nearest 
source of Georgia-Pacific quality plywood. 
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WELDWOOD WOOD FINISHES CENTER. Here’s a perma- 
nent, self-service, selling tool for your store. It fea- 
tures a header with 40 real wood samples that show 
your customers the wide variety of effects they can 
get with Weldwood quality wood finishes. 


WELDWOOD PUTTY STIK® DISPLAY—helps make im- 
pulse items out of this fast-selling touch-up tool. Al- 
most every homeowner can use it—fills nail holes and 
other minor surface imperfections quickly and easily 
after finishing. In twenty popular wood shades. 


WELDWOOD ADHESIVES CENTER—holds the complete 
line of fast-selling Weldwood adhesives — from 
Presto-Set® to Weldwood® Contact Cement. The 
display is permanent, eye-catching, and because it's 
self-service, you save time in addition to more profit. 


eu FIRST PUTTY tasr, 


WHY YOU MAKE MORE 








WELDWOOD FLEXIBLE 
WOOD TRIM® completes 
the fast-selling Weldwood 
line. This paper-backed 
real wood is ideal for in- 
lay work and edging ply- 
wood and lumber. Comes 
in handy 8’ rolis and in 6 
different woods. 








1. A fast-selling line like Weldwood means fast turnover, 
smaller inventories—means you can stock fewer brands and 
sizes. In short, you make more profits with less space. 


2. A full 40% discount on every product—on any quantity— 
biggest markup in Weldwood’s history. 


AND HERE'S WHY WELDWOOD IS THE FASTEST SELLING LINE IN THE BUSINESS 


1. Part of the reason is on this page—eye-catching self-service 
displays. Their valuable “how-to” information stops prospects, 
shows them what good results they can get, helps clinch 
your sale. 


2. The Weldwood name. People trust it as a symbol of quality. 


3. Your selling efforts are backed up by fresh, persuasive 
national advertising, including Life, Better Homes & Gardens, 
American Home, Popular Mechanics, Popular Science 
Monthly, Mechanix Illustrated. 
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PROFITS WITH WELDWOOD 


The fastest selling line of quality 
finishes, waxes and adhesives 


So act soon. Call . ADHESIVES 


your nearest 
United States Plywood 


eam WELDWOOD 


about selling 
Weldwood—the 


profit line. WOOD FINISHES 


Products of United States Plywood 
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HALITE “ROAD SHOW” 
GOES INTO ITS 
SECOND GREAT YEAR! 


... to help you sell more Sterling Halite Melting Crystals! 


This winter, it’s outdoor boards again for Sterling Halite. Millions 

‘ : : » < : STERLING HALITE SALES SLANTS 
of people will see this big, colorful advertising campaign. The neinsi, gual iadiee cecer than vibus aren 
boards will be up for 60 days during the worst winter weather. and ice treatments at 30°F.!  Dissolves 46 times 
They'll be up in major markets on highways and near shopping its 9 ea on ee ‘ ape ey ns 
centers. Halite comes in 10-lb. bags (6 to a bale), in 25-Ib. bags olen! ia tea aad Aono Pai i font 
with carrying handle and in 100-lb. bags. To sell more —buy two-way action! + Use it under rear wheels of car! 


enough . . . so you won't run out. 
FREE: Folder of ‘Merchandising Ideas” to help you sell more —_NTERMATIONAL SALT COMPANY, CLARKS SUMMIT, PA. 
Buffalo « Boston « Charlotte « Chicago « Cincinnati « Detroit « Newark 


Halite all winter long. Send for it today. New Orleans * New York « Philadelphia + Pittsburgh * St. Louis 














14 Circle No. 93 on Handy Cover Card November 21, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





SAYS HERBERT ©. ROOT, President, 
Dade Truss and Manufacturing Co., Inc. 
Leading Florida Truss Manufacturer 


“SOUTHERN PINE meets 


the exacting requirements for 


TRUSSED RAFTERS — 


That’s why | use it exclusively.” 


The Federal Housing & Home Finance Agency 
says that the requirement for an all-purpose, 


full-length stress-rated grade for use in 


trusses and light framing “‘is most 
nearly approached today 
in Southern Pine.” 


What does this mean to the Retail Lumber Dealer? 
This specialized component requires exacting grading 
standards . . . and they’re more than fulfilled with strong, 
dry, grade-marked Southern Pine. 

Trussed rafters offer proven economy in home building 
today .. . without the sacrifice of quality! As the utili- 
zation of trussed rafters and other components increases, 
the demand for dependable materials will also increase. 


DRY SOUTHERN PINE OFFERS THESE ADVANTAGES: 


@ A high quality, all-purpose product in ever-increasing 


The lumber dealer who stocks grade-marked Southern 
Pine will strengthen his competitive position. 


Progressive dealers who are moving into the com- 
ponent market can be assured of highest quality when 
they use Southern Pine. They are assured, too, of a 
dependable supply line. The U.S. Forest Service says 

. the future concentration of the lumber industry 
will be in the South. 


Write today for these FREE bulletins! 
@ Stress Grade Guide @ Trussed Rafter Data 


supply. @ How to Specify Quality Southern Pine 


@ A uniform product, carefully manufactured and 
properly seasoned under rigid grading standards. 


@ SPA Buyer's Guide 


SOUTHERN PINE ASSOCIATION 
P. 0. Box 1170—New Orleans 4, La. 


Whether you fabricate, or supply manufacturers or builders who do, you 
are assured of dependable quality when you insist upon trade-marked 


vttieem DOUTHERN PINE 


FROM THE MILLS OF THE SOUTHERN PINE ASSOCIATION. 
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Portrait of a 
mass murderer 


Adolph Eichmann, Hitler’s chief executioner, 
was the subject of a recent 
Armstrong Circle Theatre telecast 


rmstrong Circle Theatre gives the 
facts behind today’s most dramatic 
news stories. That's why it has reached 
as many as 24,000,000 people in a single 
evening. Thousands of these people are 
in your selling area. 

Research proves that they watch the 
commercials almost as carefully as the 
show itself. What's more, the commer- 
cials aren’t just selling the fine Armstrong 
ceilings you stock. They sell you, too. 
In every ceilings commercial, Armstrong 
spokesman Hugh James tells the viewers 
to see their lumber dealer. 

The ability to reach such a wide audi- 
ence makes Armstrong Circle Theatre a 
strong selling force for lumber dealers. 
And a unique one, too. Armstrong Circle 
Theatre is the only year ‘round network 


TV show that helps you sell ceilings. 
That's why ceilings prospects — by the 
thousands — know the name Armstrong 
better than any other. More and more 
people ask for it. Armstrong Circle 
Theatre is one of the reasons why. 


Your customers saw Armstrong’s new Centennial Cush- 
iontone Ceilings with the “Eichmann Story”; Armstrong 
ceilings are advertised on every telecast of Armstrong 
Circle Theatre. 


(Armstrong CEILINGS 


1860-1960 Beginning our second century of progress 
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© Reflect more than 70% of radiant heat! ¢ Reduce under-roof temperatures 15°! 


Here’s a big new sales opportunity for you! New 
Barrett Asphalt Aluminum Roof Coatings. Sell 
them as the best way to protect roofs against all 
kinds of weather and temperature, rust and cor- 
rosion. Tests show they become even brighter 
with the passage of time! 

These new coatings reflect better than 70 per- 
cent of radiant heat that hits the roof. Keep 


DISTRICT SALES OFFICES: BIRMINGHAM 14, Ala. 1327 Erie St.; 
CHARLOTTE, N. C.-1125 East Morehead St.; CHICAGO 54, Ill.- 
Merchandise Mart; CLEVELAND 15, Ohio-3121 Euclid Ave.; 
HOUSTON 11, Texas - 323 South 67th St.; MALDEN 48, Mass. - 
378 Commercial St.; NEW YORK 16, N. ¥.-261 Madison Ave.; 
PHILADELPHIA 46, Pa.- 36th and Grays Ferry Ave.; ST. PAUL, 
MINN.-764 Vandalia St. 
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BARRETT DIVISION 


40 Rector Street, New York 6G, N., Y. 


upper rooms as much as 10 to 15 degrees cooler 
on a 90 degree day. In winter, tend to cut down 
radiated heat lost through the roof. 

Barrett Aluminum Roof Coatings reflect heat 
best because they have the highest concentration 
of aluminum pigment. Call your Barrett repre- 
sentative for more information about this leader 
in the new front line of protective coatings. 


llied 
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Awning window by Wabash 


Now sash manufacturers are making it easier for you to in- 
crease your profits—by making sash designed especially for, 
and pre-glazed with, Thermopane® insulating glass. Like the 
awning window in the illustration. Or in other types of 
windows made by many millwork houses. 

House buyers want Thermopane. Builders find that it’s a 
big selling feature. And with Thermopane-glazed sash avail- 
able in double-hung, casement, awning and sliding types, it’s 
easier to sell builders on putting it into every window of a house. 

Consult your sash supplier, or write to L‘O-F, for names 
of leading sash manufacturers using Thermopane. 5110 
Libbey*Owens'Ford Building, Toledo 1, Ohio. 


® 
Made in U.S.A. 
only by 
INSULATING eT 


ean yew a 
©" Guaranteed by > 
Good Housekeeping 

Ua ~ 


) 
$745 avveanisto WES 


Quality you can put 
your finger on. 
THERMOPANE has won 
the coveted 

Good Housekeeping 
Guaranty Seal. 


LIBBEY -OWENS-FORD 


TOLEDO 1, OHIO 
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NEW YORK CITY’S DEPUTY MAYOR, Paul T. O'Keefe, center, 
presents NFPW proclamation to lumber industry representa- 
tives. L. to r., Harold Moulton, NLMA; John J. Mulrooney, Na- 
tional-American Wholesale Lumber Assoc.; Deputy Mayor 
O'Keefe; Tom Duggan, Hoo-Hoo; Simon Greenberg, president, 
New York Lumber Trade Assoc.; Armand Rotunda, American 


GEORGIA GOV. S. ERNEST VANDIVER signs National Forest 
Products Week proclamation as Oe6ertéll Collins, Savannah, 
state chairman of the event, left, and Harvey R. Brown, exec- 
utive vice-president, Georgia Forestry Association, Atlanta, 
watch. Retail dealers and wholesalers helped to make Na- 
tional Forest Products Week a success; most state chairmen 


Forest Products Industries. 


were dealers. 


Proclamations and plenty of fanfare .. . 


Forest Products Week is a Success 


* Led by Hoo-Hoo and other lumbermen's organizations, re- 
tail dealers join other industry branches to excite public's in- 


terest in lumber. 


® Dealers get enthusiastic support from government officials 
in concentrated campaign to attract crowds by open houses, 


TV, radio and newspaper advertising. 
© Success of first annual Forest Products Week leads to plans 


for more extensive promotion in 1961. 


UNDREDS of retail building ma- 

terials dealers in this country and 
Canada joined other branches of the 
industry to make the first annual Na- 
tional Forest Products Week (Oct. 
16-22) a success. 

(Forest Products Week was origin- 
ally proposed by Wood and Wood 
Products, another Vance publication 
and supported by an eight-page edi- 
torial section, including plans for a 
Forest Products Fair, in the August 
15th issue of American Lumberman.) 
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From Maine to Hawaii and from 
Alaska to Texas, dealers united in 
telling the virtues of wood. Governors 
and mayors followed the example of 
President Eisenhower in proclaiming 
NFPW. 

Many dealers staged open house 
events with emphasis on lumber prod- 
ucts during the week. Display news- 
paper space was frequently used to 
draw attention to wood products. Dis- 
cussion is underway for an even big- 
ger promotion next year. 


Georgia. A hard-driving promotion 
was launched in Georgia under state 
chairman Oertell Collins, Forest City 
Lumber Co., Savannah, prominent in 
national lumber dealer circles. Collins 
concentrated his efforts in getting each 
segment of the industry to tell its story 
by radio, TV and newspaper. 

“We feel the program was a huge 
success,” he commented. “We worked 
with prominent lumber dealers, whole- 
salers and trade association executives. 
Also with leaders in the pulp and paper 
industry, wood preserving industry, 
naval stores processors and timber 
growers.” 

Among the Georgia dealers actively 
engaged in the drive were Herbert 
G. Drews, executive secretary, Build- 
ing Material Merchants of Georgia, 
Inc. and officials of the Savannah and 
Atlanta Hoo-Hoo clubs. 

The Atlanta Hoo-Hoo club bought 
a double-truck ad, printed in green 
ink, showing where various species 
are grown and explaining the impor- 
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NATIONAL FOREST PRODUCTS WEEK 


The Forest Products industry, the oldert industry in our country—since 
1608 to be exoct—will for the first time in history receive official ne- 
tion wide recognition in the form of NATIONAL FOREST PRODUCTS 
WEEK being celebrated throughout the United Stotes and Conode 


President Eisenhower, Governor Di Salle and our own Mayor Patterson 
have signed a resolution proclaiming October [6th through October 


22nd Notional Forest Products Week 


NATIONAL FOREST PRODUCTS 
WEEK SPECIAL 


Retraahed Mehogeny taselate How, Rock Woo! 
Paneling ‘6” | o. mu $65. 
FIBERGLASS GARAGE PIONITE COUNTER 
DOORS ..,$85 | Material = 49% 
Weed Gerage Doors REDWOOD LUMBER 
mee” *50” 9 

SEL OUR DISPLAY OF STAMLEY ELECTRIC TOOLS 
Come = ond cequter ter cheetven trans te be gree ewe Dux 18 


SAA PLANING ML co 


DIAL AD 2-TI68 WHEATON AT LiSeRTY 4 always 























MIAMI VALLEY LUMBERMAN’S CLUB, Inc. 


West Side Lember Co 
Midwest Pyweed Co 
Oendete Lumber 8 Mileern 
Pe  Lember Co 

Prete County Lamber Co 


Mersey Lember Co 
Corcionat Sock & Boor 
Kabbes Lomber Co 
Marente Corperer en 
The MuareJeamen Co 


Advonce Lommer & Suppty Co 
5 Berger Lerten Co 
The Breonrtle Lumber Co. 


Peter Keats Co 
Peover Kean Lumber Co 
Leothermas Lember Co 
Leyes Lumber Co 
hove Lumber Co 
Merwood tart b Doo 
Merertal Distripeters, tne 














DISPLAY ADS appeared throughout the industry, sponsored by prominent retail dealers, Hoo-Hoo chapters and lumber clubs. 
Firms represented in ads above are City Mill Co., Ltd., Honolulu; Savannah (Ga.) Planing Mill Co.; Miami Valley Lumber- 
mans Club, Inc., Dayton, Ohio and Duniap's, Columbus, Ind. 


tance of wood products in everyday 
living. 

Montana. In Missoula, 35 lumber, 
building, banking and rail firms took 
a 24-page special edition of the local 
newspaper to promote forest products 
during NFPW. A pine-scented ink 
was used in the salute to wood. Since 
lumber is third only to mining and 
agriculture in the state’s economy, the 
slogan was “Keep Montana Green,” 
said state chairman Brooks Robinson, 
Grogan-Robinson Lumber Co., Inc., 
Great Falls. 

Indiana. Dealers and others engaged 
in forest industries were encouraged 
by chairman W. Calvert Brand, Dun- 
lap & Co., Inc., Columbus, to get be- 
hind the promotion. The governor’s 
proclamation was reproduced on the 
front cover of Hoosier Board and 
Brick, official publication of the Indi- 
ana Builders Supply Association. 

Ralph Wilcox, state forester, carried 
out a recognition program for NFPW 
throughout the state’s parks and forests 
during the celebration. Among the 
popular give-away literature was a 
piece, “My Daddy is a Lumberman.” 

Other dealers set up displays in 
public places or held open house. Re- 
freshments were often served. 

“Looking back now,” Brand ex- 
plained, “I see our main weakness in 
Indiana was the fact that we did not 
have a qualified person responsible for 
the accumulating dealer publicity dur- 
ing NFPW. 

awaii. Out in the broad Pacific, in 
the nation’s newest state, observance of 
NFPW led to reactivation of sponsor- 


ing Honolulu Hoo-Hoo club under C. 


Hallsted, Honolulu Wood Treating Co. 
Ltd., NFPW chairman. Many ads were 
taken in local newspapers extolling the 
virtues of wood. 

New York. Dealer activities were 
extensive in the Empire State, reported 
chairman J. C. L. Evans, Evans Lum- 
ber Co., Inc., Buffalo. Bumper and 
truck strips, stickers and signs were 
given out and NFPW announcements 
were made in newspapers. The gover- 
nor’s proclamation was obtained 
through the efforts of Elmer White, 
— Northeastern Retail Lum- 

rmen’s Association and Lyman Bee- 
man, president, Finch & Pruyn Co., 
Glens Falls. 

Evergreen Hoo-Hoo club 192, Hunt- 
ington, L. I., held a woodworking 
contest for junior high students to pro- 
mote NFPW, while a number of 
Rochester dealers paid for special 
newspaper ads and carried the mes- 
sage in their own ads too. 

An essay contest for sixth graders 
in Buffalo schools was organized un- 
der the direction of Don Tenney, Ten- 
ney Lumber Co., East Aurora, who 
had thousands of entry blanks printed 
and distributed. 

John Sprague, Palburn, Inc., han- 
died speaking bureau arrangements in 
Buffalo. A commemorating plaque 
was affixed to Buffalo’s oldest known 
tree. 

Texas. J. Kerby Herndon, Kirby 
Lumber Co., Houston, said the great 
forest industry adds $75 million to the 
area’s economy each year. Kirby was 
state chairman. He is also president of 
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MISS GEORGIA FORESTRY, Beverly Hol- 
combe, Buchanan, Ga., calls attention 
to the October 16-22 observance by 
suggesting ‘‘build better with wood." 


the Texas Lumber Manufacturers 
Association. He said W. A. “Bill” 
Russell, ICOHH director, and Gene 
Ebersole, executive vice-president, 
Lumberman’s Association of Texas 
gave a hand-carved pen of Texas 
yellow pine to the governor for signing 
the NFPW proclamation. Temple 

Lumber, Houston held open house. 
Oregon. A lumber product mile- 
(continued on page 22) 
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PALCO —over 90 years of leadership built by people, plant, product 
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director... 


...quite possibly the best known 
man in Scotia, California. For 
some 37 years now, Doc Neville 
has been the prime mover in 
most of the community affairs 
of this widely-known company 
town, headquarters of The Pa- 
cific Lumber Company. Twenty 
years on the School Board, Base- 
ball Commissioner, Red Cross, 
you name it, Doc is involved. 


During “working hours,” Doc 
is in charge of all personnel ac- 
tivities—hiring, job assignments, 
and our many progressive com- 
pany-employee arrangements; 
continuous service bonus plan, 
insurance, retirement plan, and 
the like. He is a busy man, and 
like most busy men, always 
seems to find time for more. 


Visitors to Scotia frequently 
remark upon the high caliber of 
men they observe and meet in 
our various operations — their 
obvious skills and experience, 
their pride in their jobs, their 
genuine spirit of cooperation. 
This comes, we feel, from hiring 
good men and seeing to it that 
this is a good place to work and 
to live. 


“Esprit de corps” is an over- 
worked cliche. But we believe 
that it exists at Pacific, and is 
the best reason for our long- 
time leadership in the industry, 
producing Architectural Quality 
Palco Redwood — standard of 
comparison since 1869. 


PAL EC @ 


THE PACIFIC LUMBER COMPANY 
Mills at Scotia, Eureka, and Elk, California 
100 Bush St., San Francisco 4, Calif. 


35 E. Wacker Dr., Chicago 1, lil. 
2185 Huntington Dr., San Marino 9, Calif. 


Member of California Redwood Association if 
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TWO BEAUTIES from Dunlap’s office staff in Columbus, Ind., hold forest product 
signs during week-long celebration staged by this building materials retailer. 


stone was passed in Oregon during 
NFPW. FHA recognized finger- 
jointed framing lumber for use as 
studs in U.S.-insured projects. Finger- 
jointing provides a means of manu- 
facturing lumber to any desired length 
with fingerlike tenons at the ends for 
meshing, according to Carl A. Ras- 
mussen, Western Pine Association re- 
search director. 

As the nation’s leading state in 
lumber, logs and plywood production, 
Oregon had many activities to observe 
NFPW, said chairman Joseph Adair, 
Jr., Joseph A. Adair Lumber Co., 
Portland. Sam Robb, Willamette Val- 
ley Lumber Co., organized forest tours 


SEN. JOHN L. McCLELLAN (D-Ark.) signs 
condensed version of legislation he in- 
troduced in Congress establishing NFPW. 
L. to r., Lee Markel, Jr., Dierks Forests, 
Inc. (behind McClellan); “Ranger Jim" 
Martin of Forestry Commission and Ken- 
neth Elliott, Arkansas Soft Pine Bureau. 
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and signs in the Medford area pointed 
to its importance in the state’s econ- 
omy. Miss Forest Products Week 
modeled clothes and hats made of 
wood byproducts and Loyde Blakley, 
Brooks-Scanlon, Inc., Bend, arranged 
for industry speakers at service clubs. 
Elton Mooney, Mid-Oregon Lum- 
ber Sales, said industry speakers 
handed out literature in Redmond 
grade schools. Robert Pamplin, presi- 
dent, Georgia-Pacific Corp., addressed 
a chamber of commerce meeting; and 
Stuart MacDonald, Contact Lumber 
Co. and R. L. Jackson, Hines Lumber 
Co. planned NFPW activities in Prine- 
(continued on page 24) 


OKLAHOMA CITY 


1HOO-HOO CLUB:5 
SPONSOR Or | 
NATIONA! FOREST PRODUCTS WEEK 
OCTOBER 16-22-1960 
\HO0-HOO Promotes WOOD PRODUCTS 
‘Thru Your Retail LUMBER DEALER... 
-~ te roy Fe 


= & 


JOEL K. PEEK, state chairman of Na- 
tional Forest Products Week, left, joins 
with Frank T. Langley, Jr., Hot Springs, 
Ark., and Carl T. Hadlock in looking 
over Gov. J. Howard Edmondson's proc- 
lamation setting aside Forest Products 
Week in the state of Oklahoma. 
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FOREST PRODUCTS WEEK 


(begins on page 20) 





ville and Burns respectively. 

_ West Coast Lumbermen’s Associa- 
tion mailed out 3,000 kits to help pro- 
mote NFPW, according to Adair. 

“The purpose of the effort,” he 
explained, “was to promote a better 
understanding and appreciation by the 
public of the uses and value of wood, 
one of our most valuable renewable 
resources.” 

Kansas. Chairman M. A. Aldrich, 
Walling Sash & Door Co., Wichita, 
said his state’s program was “most 
successful” in promoting NFPW. A 
Wichita department store donated win- 
dow space for a wood exhibit during 
the week. TV stations cooperated by 
holding dealer interviews. 

Various traveling salesmen distrib- 
uted NFPW printed materials to 
dealers throughout the state. Aldrich 
told Jack Berry, ICOHH national co- 
ordinator of NFPW, how next years’ 
program could be improved. 

“It was difficult to arouse enthusi- 
asm and maximum interest in the 
lumber industry among those who 
need help most—the retail dealers,” 
Aldrich said. “Something must be done 
to activate dealer interest.” 

California. This huge state was split 
into two sections for the NFPW ob- 


servance. Bernard B. Barber, Jr., sec- 
retary, Millwork Institute of Califor- 
nia, Fresno, was chairman of the 
northern area, Harvey W. Koll, H. W. 
Koll Mill & Lumber Co., Los Angeles, 
the southern. 

A group of Los Angeles area deal- 
ers promoted NFPW. S. W. “Tony” 
Antoville, chairman, U. S. Plywood 
Corp., talked to 210 persons at an 
NFPW chamber of commerce lunch- 
eon; 8,000 bumper stickers were 
passed out to those who requested 
them and 21 displays were set out in 
the area. 

“We were a little late starting this 
year,” admitted Koll, “but we think 
our NFPW program was a success. 
With a whole year to plan we think 
NFPW will be even bigger and more 
effective in 1961.” 

A Many miils held open 
house in Arkansas while radio-TV 
stations publicized wood during 
NFPW, according to chairman W. E. 
Tiller, executive secretary, Arkansas 
Wood Products Association. The Uni- 
versity of Arkansas marching band 
saluted forest industries between 
halves of an October 22nd football 
game. 

Representatives of the industry, in- 
cluding the Keep Arkansas Green As- 
sociation, appeared with Sen. John B. 
McClellan when he received TV and 
newspaper publicity for affixing to a 
gum stump taken from the state’s 
forests, a condensed version of a bill 
he sponsored authorizing NFPW. 


Colorado. In Denver, a series of 
displays in all major shopping centers 
and the mall of a downtown bank 
spotlighted the importance of wood in 
Colorado’s economy. Carol O’Kane, 
Powers model, was named Miss 
Wood, according to William Marker, 
W.O.O.D., Inc., state chairman. 

Oklahoma. Joel Peek, Prestidge 
Lumber Co., Oklahoma City, state 
chairman, said the Oklahoma City 
Hoo-Hoo club took the lead in pro- 
moting NFPW in his state. A large 
banner announced the event at the 
14th annual Oklahoma Lumbermen’s 
Association convention and merchan- 
dise mart at the start of the week. 

Ohio. The Miami Valley Lumber- 
man’s Club, Inc., Dayton, extolled 
NFPW and forest products in a quar- 
ter-page ad in a local newspaper. 

Nebraska. Paul R. Ely, Ely-Hoppe 
Lumber Co., North Platte, state chair- 
man said more than 31 lumberyards 
took the lead in calling attention to 
the NFPW celebration in Nebraska. 

Arizona. Nowhere were trade names 
in evidence in this state’s observance 
of NFPW. This developed a true feel- 
ing of fellowship in the promotion, 
according to chairman Walter T. 
Howard, executive secretary, Lumber 
Merchandisers Association. 

“Competitors cooperated to make 
the story of lumber known,” Howard 
pointed out. 

“The show was so successful,” com- 
mented Howard, “that we have been 
invited to return next year.” 





“How NU-HOME ALUMINUM SIDING gave me 
the ‘eye-catcher’ | needed to make sales!” 


Mr. Herbert Rosner, vice-president in charge of construction, 
A. Siegler and Sons Builders, Inc., Cleveland. 


This is the story of how one successful 
builder uses Hastings NU-HOME Alumi- 
num Siding to build better homes for less 
money — and sell them faster! Mr. Rosner 
tells us that NU-HOME is less expensive 
to apply. There is less waste; work can go 
on in any weather. Projects look much 
neater and public acceptance is so good 
that they quickly sold out their last three 
projects. And, because they can close sales 
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faster, the company gets its money out that 
much sooner. 

One more important fact: Nu-Home 
Aluminum Siding is sold to builders only 
through building supply firms. For the 
complete story, fill out and mail the cou- 
pon. No cost, of course, and no obligation. 


HASTINGS 


ALUMINUM PRODUCTS, INC. 


Hastings. Michigan 
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Hang on to ’em with the mighty 
BIRD WIND SEAL SHINGLE 


ONCE YOU’VE GOT REPEAT OR- 

DERS, KEEP GETTING ’EM. It’s 

easy, when you deal in products that 

give your customers solid value for their 

money — products like the Bird Wind 

Seal Shingle that even hurricanes don’t 

rip loose. 

Repeat orders are the backbone of a profitable business. Makes 
sense — doesn’t it? — to push this shingle that brings satisfied 


customers back for more and more of same. 





Birp & SON, INC. 
E. Walpole, Mass. « Chicago, lil. « Shreveport, La. « Charleston, S. C. 
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e powerful seals spaced for drainage 

e proved to hold in 125 MPH hurricanes 

@ lay fast in the usual way — no pulling 
apart or turning 

@ long lasting double-surfaced 
construction 

@ advertised to your customers in The 
Saturday Evening Post 


natal Seal 


SHINGLES 
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Forest Products Week Is a Success .. . 


North Idaho Stages a NFPW Logjam 


One of the most successful and ex- 
tensive programs for National Forest 
Products Week was staged in northern 
Idaho under the chairmanship of Mrs. 
Beatrice M. Davis, Potlatch Forests, 
Inc. 

Instead of Queen-for-the-Week, this 
area had a Paul Bunyan. Theme for 
the week was “Forest to Family.” 

One innovation (North Idaho had a 
Forest Products Week of its own last 
year) was a lumber grading contest. 
Even a barber had a try. A prize was 
given for the most accurate grader. 


Special programs in the schools in- 
cluded an essay contest in the junior 
and senior high schools on the theme, 
“The Future of Forest Products.” 
Commercial and retail stores had spe- 
cial window displays. Open houses and 
special tours were sponsored by retail 
yards and sawmills in the area. 

Tours of houses finished and under 
construction were scheduled. A vari- 
ety of contests included one by down- 
town stores for the best-dressed lum- 
berjack and lumber jill; birling ex- 
hibitions by world champions; log saw- 


AMATEUR LUMBER GRADING was a 
popular contest sponsored by North 
Idaho Forest Products Week. Also, log 
sawing. Dan Wilkins was Paul Bunyan 
for the week. 


ing and chopping exhibitions; wood- 
working hobby display contest. 

The Elks Club in Lewiston spon- 
sored a lumberjack and lumber jill 
dance for all teen-agers in North Ida- 
ho. And the Lewiston Junior Chamber 
of Commerce placed two pine trees at 
two parking meters, signifying two 
hours of free parking. Trees were 
moved every two hours. 
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~ Now available in 
QUANTITY... 


GOLD PLY 
PLYWOOD 


PICKERING 


LUMBER CORPORATION 


Manvutacturers Of Quality Forest Products 
Phone: (Sonora) JEfferson 2-7141 
(Tuolumne) WAlinut 8-4213 
TWX: SNRA 116-U 
Mills: Standard, Calif., and Tuolumne, Calif. 
Member Douglas Fir Plywood Assn. and Western Pine Assn. 
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xo an foe NEW PROFIT MAKER FROM CELOTEX 


~S - Hit. nusi-rone 


SOUND QUIETING CEILINGS 





Exclusive new design! Nearly 1800 micro-drilled perforations in each 
12”x12” unit. Very high acoustical efficiency—N.R.C. range, .60-.70. 
White-as-a-cloud vinyl base finish. 

Now advertised in Better Homes and Gardens, American Home Mag- 
azine, others. To get greatest benefits in extra sales and profits, (1) ask 
for your free complete promotion package (poster, displays, mats, etc.) 
and ‘(2) order beginning stock from your Celotex products wholesaler. 


If it's “by CELOTEX” you get QUALITY. .. plus! 


THE CELOTEX CORPORATION © 120 S. LA SALLE ST., CHICAGO 3, ILLINOIS 





ANOTHER QUALITY 
BUILDING PRODUCT BY 
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STRADE MARE 


MODEL ROOMS are built so visitors can walk from room to 
room through various types of entrances and doors. 


“MIAMI OF THE FUTURE” DISPLAY shows miniature houses 
typical of the area, with expansion possibilities. 


First Richheimer Modernization 


Franchise Firm 


Miami home building company opens Richheimer-Miller 


Modernizers. 


ICHHEIMER-MILLER MOD- 

ERNIZERS, a division of Miami’s 
F & R Builders, wrote $40,000 worth 
of home remodeling business during 
its first two weeks in business. 

The firm is the first national fran- 
chise of Herbert R. Richheimer, Inc., 
New York. Richheimer plans to have 
a national network of similar pack- 
aged remodeling franchise companies, 
including retail lumber dealers. 

The Miller Co. has a permanent dis- 
play of 25 model rooms. Bernard 
Miller, a former modernization con- 
tractor, heads up the division. Miller 
is a graduate of the Richheimer Mod- 
ernizing Systems, Inc., school in New 
York. 
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Included in the showroom are ex- 
hibits of ceiling textures, plywood 
paneling, Fiberglas screen enclosures, 
interior masonry, floor plan layouts, 
kitchens, bathrooms, carport conver- 
sion ideas and Florida rooms. A dis- 
play of scale model houses shows ex- 
pansion possibilities. 

F & R Builders has built more than 
5,000 new homes in Florida since 
1949. This is its first venture into the 
modernization field, said Gene S. 
Fisher, president. 

The division buys from wholesalers 
and promotes brand-name building 
materials lines. There are no plans for 
warehouses, Miller said. 


SUT TTTTP UEee ee 


Flexible Model Room 
Displays for Stores 

Cuicaco—To help dealers in- 
crease home modernization sales, 
James N. Lindenberger Associates, 
Inc. has available 15 different flex- 
ible model room designs, each 
suitable for old or new show- 
rooms. 

The flexible concept eliminates 
permanent model rooms which be- 


= come obsolete. Each design incor- 


porates four or five full-size sheets 
of wall paneling and other build- 
ing products. The displays can 
therefore be changed as new ma- 
terials are marketed. 

Future showrooms of the Rich- 
heimer Modernizing Systems, Inc., 
will use the flexible designs, Lind- 
enberger said. 

Examples of the new flexible 
display ideas were pictured in the 
last issue of A. L. & Building 
Products Merchandiser, as used in 
the new store of Oshawa (Ont.) 
Wood Products, Ltd., a promin- 
ent Canadian dealer. Other in- 
stallations will be reported in fu- 
ture issues of this magazine. 

Lindenberger is architectural 
consultant to American Lumber- 
man and has designed Home Cen- 
ter stores for building materials 
dealers from coast to coast. 
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‘ Great new things 


are shaping up in concrete block 





& 
] 
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Block shown is a product of Wurdig Industries, Bloomfield, Conn. 


Atlas Masonry Cement provides the right mortar 


This is “slump block.” It is a decorative concrete masonry unit that resembles adobe brick or weathered stone. 
Usuaily integrally colored, “slump block” produces unusual effects in masonry construction. It is available from 
local concrete block producers in a variety of widths, lengths, colors and textures. 

Whether “slump block” or other masonry units are used, ATLAS MASONRY CEMENT continues to be the preferred 
basic material in mortar. It makes a smooth, workable mix... gives a strong bond... provides durable joints that 


are uniform in color. Complies, too, with rigid ASTM and Federal Specifications. Literature on request. Universal 


Atlas, Dept. M, 100 Park Avenue, New York 17, N. Y. 
Universal Atlas Cement 
ue Division of 

United States Steel 


"USS" and 'Atias" are registered trademarks 


OFFICES: Albany + Birmingham + Boston « Chicago « Dayton - Kansas City » Milwaukee + Minneapolis + New York + Philadelphia « Pittsburgh « St. Louis - Waco 
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— manufacture and sell my ow 


of ALUMINUM storm doors anc 





RIGHT you ARE i The aluminum storm door 


and window business is too big to ignore—too big to fight. Consumer and builder 
acceptance continue to shoot up... generating an ever-expanding market poten- 
tial. That's why so many alert, aggressive building material distributors are going 
all out— going Kelco—to capture their share of this highly profitable business in 
their own trading areas. *‘Lost sales’’ become a thing of the past...for as a Kelco 
Fabricator you can meet and beat the challenge of competition on all fronts— 
pricing ...service...quality...completeness of line. Get all the facts, now! You'll 
find the Kelco program of lineal fabrication one of the best moves you ever made! 


The Kelico Plan of Lineal and KD Fabrication enables you to become your 
own manufacturer of a complete line of storm doors and windows with minimum extru- 
sions and components. Jalousies from KD components, and aluminum thresholds are 
also included in the Kelco lineal program! 

As a Kelco Lineal Fabricator you manufacture where your market is. . . offering 
a complete line of first-quality aluminum storm doors and windows without expensive 
inventory or manufacturing costs! 

Kelco Supplies Everything You Need. Low-cost tooling, engineering help, 
financing, technical field assistance, sales and merchandising aids, full factory support— 
the whole package! Tooling is simple, inexpensive because of Kelco’s exclusive, simplified 
lineal techniques. No “‘special-skills’’ labor required, and Kelco helps you train in its 
own factory-school! 


NOW YOU CAN MANUFACTURE WHERE YOUR MARKET IS! 








Horizontal Glide Windows Picture Windows Two and Three Storm Doors Jalousie Doors 


Vertical Windows Track Tilt Windows and Windows 
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Check the many other ways 
it pays you to become a 
Kelco-franchised Fabricator! 


Bigger profits! As your own fabricator, 
you pocket the manufacturer's profit! 
Better competitive position! You protect 
your profits against competitive price- 
cutters! Better customer service! You 
manufacture where your marketis... 
give customers anything they want, 
faster, from your own shop! No expensive 
inventory! Kelco warehouses all the ma- 
terials you need...no costly tie-up of 
capital in inventory! You contro/ quality! 
As your own manufacturer, you control 
quality of products you make! 


Or you can become a dealer 


...- buying. from a Kelco-franchised 
Fabricator in your area. You benefit from 
big savings, longer profits, speedier deliv- 
eries. You sell a better product for less, 
at higher profit. Many other advantages. 


MANUFACTURE WHERE R MARK 
., BIGGEST PROFIT OPPORTUNITY IN Y! 


3 omen SEND COUP. TODAY! 


By} ’ ’ a ‘ 
SCCCSSSESESSSESESECEESOCEAOEESEOOOEEEE 


KELCO DIVISION, Wells Aluminum Corporation, 
1130 Henry Street, North Liberty, Indiana. 


Rush full details on Kelco Lineal Fabrication Program. 
1 am interested in [_] Fabricating [] Dealership. 


NAME 


ADDRESS 


“DIVISION OF WELLS ALUMINUM CORPORATION, NORTH LIBERTY, INDIANA 
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How’s Business ? 


Building Products Dealer Sales Pulse 


Marketing Regions (see map on page 34) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle Seuth East North East South West North West Seuth Meuntain Pacific 
Atlantic Atlantic Atlantic Central Central Central Central 
+ 3% — 5% — 6% —20% —17% 
—10% —12% - 2% 


Sales: October '60 vs. 
OCctoler "SD 2... ccc ccc eeee HF 2% + 3% —15% —15% 
Sales: 10 months ‘60 vs. 
10 months ‘59 ... —10% 
Accounts receivable 
Octeber 31, * b ; 
October 31, '59 ............ + 5% +12% —12% — 5% —15% + 2% 8% 
Inventory: October 31, ‘60 
vs. October 31, ‘59 ........ - — 5% +10% — 6% 
Next quarter's sales 5 : 
tee an OL Le + 2% + 5% — 6% ~ 8% —12% — 5% — 5% — 8% 
October weather ....... i Good Good Good Good Good Good Good Good 


— 5% —10% —10% —18% 


£0, 
0 


+ 5% + 2% —20% 18% —5 


It appears that building materials dealers in west north central “encouraging” with more people wanting houses in the $15,000 
zone 6 are still hardest hit in the nation with the continuing to $20,000 class rather than the approximately $13,000 price 
housing slump. Those in zones 7, 8 and 9 also complain about this year. Production is running about 10,000 units behind 1959. 
business conditions as this issue goes to press. As of October 21st, 113 identical mills reporting to the Western 
Despite the gripes, however, reports from the Pacific northwest Pine Association indicated orders totaled 75.3 million feet com- 
indicate building showed another gain in September. This gave pared with 78.9 million the previous week, and 86.8 million 
the area a total dollar volume increase of 11% over the same feet for the like 1959 period. Shipments amounted to 75.5 
1959 period. Metropolitan markets, such as Portland, showed million feet, down from the 77.6 million the preceding week and 
the greatest percentage gain with a 65% increase over 1959. 87.5 million feet the same week a year ago. Production figures 
It should be pointed out that this volume is in overall construc- respectively were 78.1 million feet, 79.7 million feet and 97.1 
tion. Residential building in all northwest states is down, except million feet. ‘ : 

in Oregon which had a 22% gain. Total pine stocks on hand as of October 22nd with 90 mills 
Building costs rose 1% between April and October. Coupling reporting to the Southern Pine Association were 288,953 
this with a 1% increase prior to April brings a 2% rise in the thousand feet. Unfilled orders were 39,642 thousand feet and 

unsold stocks 249,311 thousand feet. 


last year. Some experts forecast an annual increase of 3% or : P 

4% in construction costs in 1961. It generally takes $2.61 to On October 31st, Simpson Logging Co. announced further cur- 

buy and assemble the materials today that $1 did in 1941. A tailment of fir plywood production from 75% to 60% of ca- 
pacity in seven mills. It also closed its Lyons, Ore. plant. 


$7,500 “dream house” of that year would cost $19,575 to put c _ Or ‘ 
U.S. Plywood Corp. “is looking at” the ibility of closing 


up today. los! 
Giant Weyerhaeuser Co. has cutback in both lumber and ply- some mills for a week. The Douglas Fir lywood Association 
wood production in nine plants on the west coast. The move is forecast at least a 5% drop in consumer demand for fir ply- 
said to be an attempt by the firm to stabilize its own prices on wood due to a “sharp seasonal drop” in building. 

materials. A sluggish home building market was blamed for For the second in a row, new construction contract 
the new policy. Weyerhaeuser’s move follows recent cutbacks awards rose in September from the like 1959 period, but 
and shutdowns by other western mills. trailed the previous month. Big gains were in heavy engineering 
National Homes Corp. revealed sales of its 1961 line have been and non-residential construction. 





Lumber Trade Barometer 
4| WEEKS YEAR-TO-DATE, 1960 
PERCENTAGE COMPARISONS WITH UNFILLED ORDERS AS 
THE SAME PERIOD LAST YEAR PERCENT OF GROSS STOCKS ON 
(1959 = 100%) OCT. 15, 1960, & OCT. 17, 1959 
PER CENT 
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Production Shipments New Orders This Year Last Year 
Courtesy of National Lumber Manufacturers Association 
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NATIONAL LOCK 


Medalist. 


HARDWARE 
More 
and 


more 





people 

are 

saying 
MEDALIST... 
the brand 


set Reels me ke) & 
NATIONAL LOCK 


and the 
trademark for 
outstanding 
value in : 
builders 


Bet-buehs-ha> 


MEDALIST HARDWARE DIVISION 


NATIONAL LOCK COMPANY 


Rockford, Illinois 








what's the PRICE? 


Prices continued at low levels in green dimension with low- 
grade boards and sheathing getter weaker as of October 2\st. 
Std & btr green fir 2x4’s held near the $60 level. Kiln-dried fir 
ae remained the same in price, but air-dried hemlock 
ell off. 


Pine boards began strengthening slowly, although low and 
factory-grade items were weak. 


Lumber shipments of 457 reporting mills dipped 4.4% below 
production during October, according to the National Lumber 
Trade Barometer. 


Northwest fir plywood 5/8” sheathing slipped $2 to $92 a 
thousand square feet and some producers lowered the price to 
$90 with even a few to $88. This may indicate failure of the 
production curtailment program. 


There has been price discounting in 1/4” sanded plywood panels 
as more mills talk of production cutbacks. Roseburg (Ore.) 
Lumber Co. closed two of its three plywood mills saying they 
would be started up again shortly. 














Current Retail Price Range 


Zone | 
North 
Atlontic 


Zone 2 
Middle 
Atlantic 


Zone 3 
South 
Atlantic 


Retell prices to typical one-house con- 
trecters, besed on reports from leading 
dealers received every two weeks by 
Americon Lumbermen. 

Lew High Low High Lew 


High 
LUMBER 


Dougles fir: 
Dimension: 

Sed. & Ber. 

Std. & Bre. 


R/L 2x4 green 
R/L 2x4 dry 
Sed. & Ber, R/L 2x10 green 
Sed, & Ber. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension: 
Std. & Ber. R/L 2nd dry 
Std. & Bre, R/L 2x10 dey 
Western Pine 
Boards: 
Ne. 2& Bir. R/L 1x8 dry S45, shiplep 
Mo, 38 Bir, R/L 1x8 dry S45, shiplop 
Southern Pine 
Dimension: 
Ne. 2 & Bir. R/L 2x4 dey 
No. 2 Str, R/L 2x10 dry 
Boords: 
No. 2 & Bir. R/L txB dry S45 oF 
D&M or shiplap 
Hardwood Flooring 
Select ook 25/32" = 244" plein sowed 
No. 1 Com. oak 25/32" « 24” pl. sow 
Interior Softwood Paneling 
No. 2 ponderose pine R/W 
Wood Siding 
Redwood clear ai! heart bevel siding 
3/4" = 10" 
“A” cedar bevel siding 3/4" « 10” 
Wood Shingles 


Coder shingles 5/2 +) 16" - 5X 


Zone 4 
East North 
Centra! 


Lew 


High 


100 


160. 


225, 








PLYWOOD 


, 1/4" DEPA-AD interior glue 

, 1/4" DEPA-AC exterior glue 
, 3/8" DEPA-CD sheathing int. 
, 142" DEPA-CD sheathing int 
, 5/8” DFPA-CD sheathing int 


Low 


130. 
120, 


| 15.30 


Zone 5 
East South 
Central 


High 


2) 





Zone 6 
West North 
Central 


Lew High 





160 
220 
290. 
234.38 


Zone 7 
West South 
Central 


Lew 


High 








MILLWORK 

Phil. mahogany (Levon) flush door 
1-3/8" 2-6x6-8 

Birch flush door 1-3/8" 2-6x6-8 

Deouble-hung window 2-4x4-6, setup, 
glezed, weatherstripped, bal unced 


5.95 
7.10 


12.50 


9.85 
12.25 


27.40 





BUILDING MATERIALS 


Exterior white point, first grade 

8d common stee! nails 

Min. wool insuletion, full-thick bott 
Ceiling Tile 12 x12" 

1/2" insuloting building boord 
25/32" insuloting sheathing 





3/8" gypsum wallboard 
1/8" tempered hardboard 
21S« thick butt osphelt shingles 











*Price rise +Price decline 


November 21, 

















Zone 8 
Mountain 


High 





17.70 


9.68 


840 13.43 
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It’s exciting! It’s profit insured! 
It’s unconditionally guaranteed for 3 years! 


magn 


/ -hond. 


-SAVE-A-SILL 


} 


Derm ve ntly restores rotted 


window sills. sash and f frame Ss 


we EVERY HOME NEEDS IT! 


Rotted wooden window sills, sash and frames are a 100 
million dollar headache for American homeowners. Now 
for the first time Magna-Bond’s complete 11 piece 
SAVE-A-SILL Kit captures this untapped profit 
potential! Saves homeowners a whopping 90% on high 
cost window repair and replacement. Weather-wraps 
wooden sills, sash and frames in enduring metallic-viny]. 
Makes old windows better than new! 


Packaged in an attractive self-selling display box. 
Contains everything needed for a complete job! 
Write now for additional details. 


COMPLETE 


11 


PIECE KIT 


BACKED BY 
HARD HITTING 
NATIONAL & LOCAL 
e TV 
RADIO 
NEWSPAPER 
MAGAZINE 
ADVERTISING 


% ANYBODY CAN USE IT! 


Pe ee 
MAGNA-BOND, INC. 7 
10 Union Avenue, Bala Cynwyd, Po. 


— rush me full details about the new SAVE-A-SILL 
it. 


| | 
i | 
: : 
j NAME | 
1 appress | 
| ! 
! i 
| | 

m | 











COMPANY 





AL-1 


[oociivensetmenensemesineinninaanemenemamenssigieumemen 


Proven by years of use by “who’s who’’ in industry. 


MAGNA-BOND, Inc. 10 UNION avenue, BALA cYNwypD, PA. 
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AMERICAN-MADE 
HARDBOARD Delivers 


Plus 


fem Values 


that move more volume for you! 





K pri S VALUES in‘ 


} Ny , x } 
XY f 4 } 


Georgia Pacific Corporation, Portland, Oregon 
Masonite Corporation, Chicago, Illinois 


ep) Superwood Corporation, Duluth, Minnesota 
et) Forest Fiber Products Company, Forest Grove, Oregon & United States Gypsum Company, Chicago, I/linois 


& Abitibi Corporation, Detroit, Michigan’ 
& Edward Hines Lumber Company, Chicago, Illinois 
& Evans Products Company, Corvallis, Oregon 


& Weyerhaeuser Company, 7acoma, Washington 
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A Constantiy Growing Volume and Profit from 
Hardboard Products is made possible by American re- 
search and sales development. 


SALES SUPPORT 


... bringing people to your door and establish- 
ing you, the dealer, as a building authority and 
leader in your community. This is the continuing 
objective of the American Hardboard manufac- 
turers’ consistent program of consumer educa- 
tion and point-of-sales aids, 


CONSISTENT HIGH QUALITY 


... assuring you top quality end products every 
time. You have no worry about customer com- 
plaints, because your American producer puts 
his reputation squarely behind every shipment. 


DEPENDABLE SERVICE 


... keeping you always in stock, with bal- 
anced inventory. Your American producer 
knows your individual delivery and product 
needs and has the ability to meet them. 


FREE opy of the complete Pius Value” story 


mot AMERICAN HARDBOARD 
eal ASSOCIATION 


205 W. Wacker Drive Chicago 6, Illinois 
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LOOK WHAT DEALERS SAY ABOUT KAISER ALUMINUM 


TWIN-RIB! 


DEALER: Twin-Rib roofing and siding is 
plenty strong enough for many new building 
jobs. (Tests and performance show that Twin-Rib is 
actually stronger than any .019 corrugated or V-crimp 
aluminum roofing.) 


DEALER: The cost of Twin-Rib on any build- 
ing is so low we often sell it as siding in place of 
wood—and wood generally has to be painted. 
(Low cost Twin-Rib saves consumers money and opens 
up more profit possibilities for dealers.) 


DEALER: Twin-Rib is opening up markets 
where aluminum was previously too expensive. 
(You can sell Twin-Rib as a low cost, long lasting re- 
roofing material—it goes right over old wood shingles 
or asphalt roofs that have failed.) 


DEALER: Twin-Rib brings me new customers 
—they like its looks. (Twin-Rib is diamond embossed 
for distinctive beauty and has deep shadow ribs. When 


KAISER 


used as siding, it improves appearance whether applied 
vertically or horizontally.) 


DEALER: With Kaiser Aluminum Twin-Rib 
and Diamond-Rib we now have the two best 
aluminum roofing materials. We sell Diamond- 
Rib for extra strength over wide purlin spacings 
and Twin-Rib for low cost new construction 
as well as re-roofing and re-siding. (Right, and 
remember, Diamond-Rib roofing and siding carries a 
30-year warranty —a@ real sales plus!) 


DEALER: With extra long 14’ and 16’ sheets 
we can offer our customers a real advantage 
over other metal roofing. (Longer lengths mean 
fewer end laps. Wider sheets mean fewer side laps. 
Metal cost is saved, roofs are tighter.) 


Buy Twin-Rib and Diamond-Rib from your 
Kaiser Aluminum wholesaler today! 


ois! geommmanegiead 


Kaiser Aluminum & Chemical Sales, Ine., Building Products Dept. 
Kaiser Center, 300 Lakeside Drive, Oakland 12, Calif. 


*Trademark, Kaiser Aluminum & Chemical Corp. 


tTrademark, patent applied for. 


SEE “MAVERICK” SUNDAY EVENINGS AND “HONG KONG” WEDNESDAY EVENINGS, ABC-TV NETWORK - SEE LOCAL TV LISTING 
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A Letter to the Editors 





Why Change The Name 
Of American Lumberman? 


A Reader Asks: 


MERICAN LUMBERMAN will change its name to 
BUILDING MATERIALS MERCHANDISER 
starting January 2, 1961. After the initial announcement 
of this name change last month, A.L. editors received 
many comments about it. One point of view came from 
Joseph Beckman of Home Lumber Co., Hammond, 
Ind., reproduced below together with the editors’ reply. 
- * * 

To the Editors: 

May I add one more voice to the many that I assume 
you have already received concerning the termination of 
your name, American Lumberman. 

Granting that these are days of changes in our indus- 
try, it seems that to scuttle the title that has identified you 
to us for these many years is unnecessary. So many land- 
marks fall by the wayside as we progress; we regret seeing 
any symbol of stability and tradition thrown aside too 
lightly. 

—Joseph K. Beckman 
President 
Home Lumber Co. 
Hammond, Indiana 


* * * 


The Editors’ Reply 
Dear Mr. Beckman: 

Yes, we have received considerable comment about our 
coming name change. Most of it has been of a compli- 
mentary nature. But perhaps those readers who feel re- 
gret, as you do, simply have been reluctant to write or 
tell us. If so, your letter acts as their spokesman; that is 
why we are publishing it. 

One of the more typical reactions to changing the name 
of American Lumberman to Building Materials Merchan- 
diser came from G. W. E. Gordon, vice-president and 
general manager of the Halliday Company, Ltd., Burling- 
ton, Ontario, Canada. 

The Halliday organization is one of the most progressive 
lumber and building materials dealers in Canada. The com- 
pany slogan is: “A Complete Construction Planning Serv- 
ice. . . . Home Building Materials Since 1888.” That puts 
the Halliday firm in the same age bracket as American 
Lumberman. 

Mr. Gordon said: “You know, I wrote an article for 
A. L. many years ago, telling dealers that our salvation 
for the future was to become one-stop building material 
merchants.” 

Today, the Halliday company sells a great quantity of 
lumber. In fact, the company was very active in the re- 
cent Forest Products Week promotion. 

But like most progressive merchandisers in the light 
construction field, Halliday’s more often than not sells its 
lumber together with other building materials. 

For example, the firm has a thriving business in modu- 
lar panels, summer cottages, garages and other packages. 

And like other merchandisers, one reason they do sell 
lumber in quantity is that they sell the complete building 
materials package, rather than just lumber by the piece. 

Another important point about the folks at Halliday’s 
(and their counterparts across the industry): They are ag- 
gressive merchants, rather than order-takers. 


You speak of the name of American Lumberman as a 
“symbol of stability.” Well, the current decline in the 
building market has proved once again that the symbol of 
stability for dealers is diversification—sales of all lumber 
and building materials, specialties, hardware and paint. 

It is precisely because A.L. has stood as a symbol of 
stability that we now adopt a name which is the key of 
dealer stability today and in the future. 

Lumber is an wr pace part of the average dealer's 
inventory. And it will remain important. Our own faith in 
lumber and wood products is illustrated by the fact that of 
all the national dealer publications, this magazine had a 
special issue devoted to how to capitalize on the recent 
National Wood Promotion Week. . . . a promotion, in- 
cidentally, which was conceived by the editors of our sister 
publication, Wood & Wood Products. 

But how many houses today are built entirely of lum- 
ber? To survive in the years ahead and to sell more 
lumber, the alert dealer must capture the sales and profits 
from plywood, composition materials, metals and plastics. 

There’s a whole new world of building materials com- 
ing on the market. Most of these materials will be used in 
conjunction with wood. In fact, the research staffs of ma- 
jor lumber producers are busy developing materials and 
products which combine chemicals and plastics with wood. 

Our interest—and your interest—is to see that dealers 
sell lumber and materials (and related specialties) in the 
way which consumers and builders want to buy them . . 
and to sell these materials at a profit. 

This can be accomplished best by diversification; by 
package selling; by DSC (Dealer Sales Control) through 
land, component fabrication, hardware and pick up stores; 
by strong advertising of all materials and products to 
satisfy every building need. 

It is our hope that when you see the new name, 
BUILDING MATERIALS MERCHANDISER, across 
our cover starting January 2nd, you will be reminded that 
the key to profitable retailing (and wholesaling) today is 
strong merchandising of every building need for both con- 
sumer and contractor . . . including finance assistance, 
home planning, prefabing, do-it-yourself promotion and 
all the other services and ideas which we have documented 
over the years in this magazine. 

Every dealer may not be able to adapt ALL of the 
ideas mentioned above. But every dealer has this common 
problem: To halt the decline in retail profits which has 
plagued the industry for too many years. The business 
principles embodied in the name BUILDING MATE- 
RIALS MERCHANDISER can halt this deterioration in 
profits for dealers. 

It is significant, we think, that the National Retail 
Lumber Dealers Association convention this year in San 
Francisco was officially labeled the “NRLDA Building Ma- 
terials Exposition.” Here is another indicator that the re- 
tail lumber industry recognizes the importance of what's 
in a name! 

We assure you that you will continue to receive A.L.’s 
respected editorial product under our new banner. . 
the progressive and objective editorial interpretation of 
business trends which has helped so much to create the 
modern building materials dealer and has shown dealers 
everywhere how to sell more lumber at a profit. 

—THE EDITORS 
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" “House on stilts,” Los Altos Hills, California 


NEW HOUSE HAS NO OUTSIDE WALLS 


“Weather screens” of a remarkable new structural material- 
Phenolic Timblend-are used instead! 





This remarkable “house on stilts” seems poised in the air 
as it juts out from its California hillside site. But it’s solidly 
supported by a special steel framing system. 

Builder, William Roth, and Architectural Firm, Johnson- 
Hawley & Associates, wanted a feeling of spaciousness in- 
side too. So they dispensed with conventional outer walls. 
Instead they used a unique screening of weatherproof Phe- 
nolic Timblend (exclusive man-made board) that protects 
against wind and rain. Without adding bulkiness or ex- 
cess weight. 

Phenolic Timblend was chosen for other reasons too. It’s 
exceptionally strong and dimensionally stable. Virtually 
warp-free. It takes and holds paint . . . beautifully. With 
Phenolic Timblend there’s no checking, no knots, no grain 
raise. 

If you are interested in learning more about this amazing 
new wood product send for a free sample and our Phenolic Re Bie 
Timblend bulletin. Write: Weyerhaeuser Company, Nonnad Wea” Roddis Division, Dept. AL-1160 
Roddis Division, Marshfield, Wisconsin. Please send me a free sample and Phenolic Timblend bulletin. 








Name___ Sidon 

Company 
Weyerhaeuser Company Address. sade ee 
Roddis Division City___ ______—_—_—__—State________ 
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STORE DISPLAY is a 
big help in selling 
home improvements 
at O.K. Lumber & 
Hardware Co., Den- 
ver. It features ply- 
wood; acoustical, in- 
sulating and  hard- 
board products by 
Simpson. 


Tract Homeowners Buy Remodeling Packages 


Consumer jobs are sold at good markup; many of the sales are 
for cash. Basement improvement is most popular package. 


Photos Courtesy of Simpson Timber Co. 


IMPROVED BASEMENT of Mr. & Mrs. Phil Kaiser, Denver, has striated acoustical 
ceiling tile, V-grooved plywood paneling, plywood for the bar in right corner and 
vinyl floor tile, all purchased from O.K. Lumber & Hardware Co. 


DENVER 
ONCENTRATION on sales of 
home improvement building ma- 
terials packages has reaped dividends 
for the O. K. Lumber & Hardware Co. 
Last year these sales totaled $300,000, 
or about 60% of the firm’s gross 
volume. 

“Selling home improvement pack- 
ages is profitable if the proper pricing 
formula is used,” explains O. K. 
Stookesberry, president. “We charge 
higher prices to small quantity buy- 
ers. 

“The additional cost of handling 
this homeowner business is partially 
offset by the fact that many sales are 
cash-and-carry, even though we offer 
no discount. About half these sales 
are for cash and we deliver about 
two-thirds of them. We charge cost- 
plus to cut materials for them.” 

Unfinished basements. Nearly all 
homes built in neighboring Harvey 
Park were built with unfinished base- 
ments, planned for future improve- 
ment. Since most of the 5,000 homes 
were of brick, Stookesberry decided 
there was no point in promoting room 
additions, so he went after the base- 
ment improvements. 

In O. K. Lumber’s first year, 1953, 
about 90% of all sales were home 
improvement packages. Nearly all 
these were basement jobs. He had de- 
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liberately built the store opposite a 
shopping center in expanding south- 
west Denver to reach this drive-in 
homeowner market. Most homes in 
the area range from $14,000 to $19,- 
000 


“The builders made it easy for us,” 
laughs Stookesberry. “They created a 
situation we could take advantage of. 
We thought we could make from $400 
to $800 in building materials sales on 
each basement improvement if we 
went at it right.” 

Job cost. Here is the average O. K. 
Lumber packaged materials price to 
finish a 13’ x 19’ basement: 

Acoustical ceiling tile with furring 

strips, 500 sq. ft. @ 30¢ $150 

V-grooved plywood paneling with 

molding, 800 sq. ft. @ 20¢ 160 

Vinyl floor tile with trim and ad- 

hesive, 500 sq. ft. @ 30¢ 150 

Door, at least one, @ $15 15 

Total 

“Besides that,” Stookesberry points 
out, “we always encourage the cus- 
tomer to add a $100 snack bar and 
built-in cabinets for another $100. This 
brings the materials sale to $675. One 


customer spent $4,000 overall to im- 
prove his basement.” 

Increased business. Many homeown- 
ers have completed their basements 
and returned later for ideas on im- 
proving a bathroom, utility room or 
family room. This has led to more 
paneling, ceiling, wall and floor tile, 
window and door sales. 

Now Stookesberry is thinking of 
adding an installation department 
where he can profit on labor as well 
as materials. Up to now, be has super- 
vised selected contractors in perform- 
ing satisfactory jobs. 

Since O. K. Lumber began its drive 
for basement improvements, more 
than 75% of all homes in the Harvey 
Park subdivision have finished base- 
ments, nearly all of them with build- 
ing materials supplied by the firm. 
Large developments are still being 
built in the general area, and Stookes- 
berry looks for many more years of 
home improvements before the mar- 
ket becomes saturated. Meanwhile, he 
is getting more contractor business, 
now totaling 40% of volume. 

“We believe we made the right 


decision in going after the home im- 
provement market,” Stookesberry 
says. “It was the key to our success. 
Every Saturday, now, we have from 
350 to 500 home handymen come in 
the store to shop. Without this busi- 
ness, we couldn’t operate.” 

Advertising. O. K. Lumber began 
its home improvement package mer- 
chandising with an intensive direct- 
mail campaign supplemented by news- 
paper advertising. Special promotions 
are held on Saturdays, shopping day. 

“We feel it takes an entirely differ- 
ent approach to sell the homeowner,” 
explains Stookesberry. “Since he is 
usually not sure what he wants, we 
spend a lot of time with him and offer 
many services, but only those we can 
charge for. We deliver materials with- 
in 48 hours.” 

O. K. Lumber & Hardware Co. 
presently directs its attention to con- 
tractors the first three days of the 
week, to homeowners the remaining 
three. This makes for a more even 
flow of sales, materials handling and 
delivery, Stookesberry says. 


HOMEOWNER W. K. McMahon is shown installing random drilled acoustical ceiling tile in 
his basement. He has also added a brick fireplace, bathroom, utility room and extra bed- 
room to his Harvey Park, Denver home with all materials coming from O.K. Lumber Company. 
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LITERATURE RACK 
This pane] is o natural for merchandising ''Do 
It Yourself’ booklets and instruction sheets, 
blue prints, home improvement loan informa- 
tion, etc. Interchangeable with sample doors 
and display panels. 


DOOR MERCHANDISER i 
Full-size sample doors are prepared for display 
by attaching pivot brackets top and bottom. 
They remain undamaged . . . may be sold at 
full price. Doors are interchangeable with 
display panels. 


DISPLAY PANELS 

For displaying molding, siding, roofing, floor 
ond wall covering, panelling and other special- 
ties. Steel-framed Multiplex swinging panels 
are used by thousands of dealers who are keen 
merchandisers as well as good lumbermen, 


You can convert 
16 sq. ft. 
of floor space 


into 330 sq. ft. 


of display space 
with MULTIPLEX Swinging Wing-panels 


The drawing illustrates a typical Multiplex installa- 
tion of ten 30” x 80” wings which provide 330 sq. ft. 
of valuable display space . . . while occupying only 
16 sq. ft. of floor space. The photos show various 
uses of Multiplex in actual lumber showrooms. 

The majority of building supply dealers in this coun- 
try are now using Multiplex to help them sell such 
items as panelling, floor and wall coverings, roofing 


and siding materials, moldings, carded merchandise, 
doors, etc. 

If you are not using Multiplex now, we invite you to 
look over our illustrated literature. In it you will find 
photos of many modern showrooms that employ Multi- 
plex Display Wings. Complete specifications, descrip- 
tions, how-to-use information, and prices will also be 
mailed. Use the coupon below. 


Show it well, and it will sell! 


ULTIPLEX Display Fixture Co. : 


907-917 North 10th Street * St. Louis 1, Missouri 
Please send your Display Equipment Catalog 


Showroom of Leidigh & Havens Lumber Co., Salina, Kansas 
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Sales Control in Action 
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BUILDERS HARDWARE 


HARDWARE 
BUSINESS 


PRODUCT-OF-THE-MONTH 


HANDY OUTDOOR-INDOOR TOOL—A new electric 
power tool called the Mighty Moe helps a homemaker to 
cultivate garden, trim and edge lawn, flower beds and 
sidewalks and then scrub and lish floors. Tool con- 
sists of a Power Head with 40” dle, % hp GE motor 
and four attachments. Floor Polisher (shown above) is 
priced at $19.95; Sidewalk Edger (see inset), $9.95; Trim- 
mer-Edger, $11.95; Rotary Tiller, $19.95. Complete pack- 
age including Power Head and handle retails for $79.95. 
Attachments connect or detach with a twist of wrist. Yuba 
Power Products, Dept. AL, 800 Evans St., Cincinnati 4. 
Circle No, 201 on Handy Cover Card 


A monthly department merchandising: 
® Builders and Household Hardware 


© Paint and Sundries 
® Hand and Electrical Tools 

e Electrical Fixtures, Sundries 
® Plumbing Fixtures & Supplies 


Expert Advice for Your Hardware Department 
Electronics in Hardware Merchandising 
Selling Tools and Building Materials Together 
New Products 

New Sales Aids ... 

SE SOOED  ieniaichsckcasersncterssnevesobvertarsolensaros : 
Domestic and Import Tools Sold Together 


DISPLAY-OF-THE-MONTH 


WOODEN WINDOW SILL REPAIR KIT—Packaged in 
a self-selling display box for window or counter, Save-A- 
Sill repairs and restores rotted wood sills, sash and frames. 
The 11-piece kit contains everything needed to make old 
windows better than new. Homemaker simply spreads on 
Save-A-Sill Repair Compound, primes with Sill Bond and 
paints. Kit retails for $4.98. There is no minimum dollar 
investment for a dealer. Sales aids include advertising, 
point-of-sale material and cooperative advertising allow- 
ances. For literature, write to Magna-Bond, Inc., Dept 
AL, 10 Union Ave., Bala Cynwyd, Penna. 
Circle No. 202 on Handy Cover Card 


November 21, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





. HARDWARE BUSINESS 


Expert Advice on 
Hardware From a 


65% Lumber Dealer 


* W. Roscoe Stevens, a combination lumber-hardware mer- 
chant, (he’s president of the Indiana Retail Hardware 
Dealers Association), says hardware is a good spring- 
board for packaged sales of building materials. 


* In this article, he tells retail building materials dealers 
what items to push and how to price them for maximum 


profit. 


E’S ENOUGH of a hardware dealer to be 
elected president of the Indiana Retail Hard- 
ware Dealers Association and enough of a lum- 
berman that 65% of his business is in lumber and 
building materials, the rest in hardware and paint. 
That is the business side of W. Roscoe Stevens, 
president, North Side Lumber and Hardware Co., 
Indianapolis, the first lumber dealer to be elected 
president of the 61-year-old state hardware associ- 
ation. 

Looking at these subjects from the standpoint 
of both a veteran hardware dealer and lumber- 
man, Stevens discussed pricing, personnel, inven- 
tory, merchandising and the difficult problems 
that face both lumber and hardware dealers in 
an interview with an American Lumberman 
editor. 

Looking at the lumber dealer with his hard- 
ware eye, Stevens feels that the lumber dealer is 
just starting to realize the profit potential in 
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hardware, that he is still inclined to use building 
products as a markup guide when hardware items 
can and should carry a longer margin of profit. 

“Many lumber dealers are reluctant to price 
hardware items the way they should,” declared 
Stevens. “Let’s face it, in many cases that has 
been their downfall.” 

Stevens feels that hardware should carry a 30% 
minimum markup, some items 40% and some 
slow-movers 50% to 60%. The longest profit 
items are what Stevens terms “necessary evils,” 
items that must be carried in stock despite rela- 
tively few calls for them. 

“If it’s necessary to have items like pipe 
wrenches and certain types of saws, for example, 
the merchant who isn’t getting a longer margin of 
profit is just kidding himself,” asserted Stevens. 

To discover which are the slow and fast-moving 
items, Stevens instituted a color tab system for 
major items in his hardware department. A dif- 





























REMODELED STORE FRONT compelled by street widening this year has given North Side 
Lumber & Hardware more parking area. Two major sales breakdowns for North Side are 
paint and hardware (35%) and lumber-building materials (65%), volumewise. 





EXPERT ADVICE ON HARDWARE 
(begins on page 46) 





ferent color sticker is used every 90 days as a visual 
inventory check. 

“This system brought to light a number of slow- 
moving items, also products that are moving faster 
than we thought,” added Stevens. “The system has 
helped our buyers considerably.” 

This combination lumber-hardware dealer is frank 
to admit that his inventory system isn’t everything it 
might be. He is working into the association’s turnover 
handbook and expects to have that system in operation 
within five years. 

Divided responsibility. Stevens believes in splitting 
up the buying functions. He has two buyers in the 
hardware department and one in paint. He believes in 
sharing responsibility with his employes. The two 
hardware men have been with Stevens for 10 and 12 
years; the paint department head, Mrs. Belva Cherry, 
longer still. 

When seeking replacements, Stevens doesn’t neces- 
sarily look for candidates heavy in hardware and 
lumber experience. He is more concerned in getting an 
intelligent man, who is willing to listen and learn. 

Paint sales have shown an excellent increase since 
a colorizing machine was installed, Stevens reports. He 
says it has enabled him to cut his inventory $4,000 to 
$5,000 and increased his business 15%-20%. More 
emphasis is placed on high-profit consumer paint sales. 

One answer to price. Service and prompt handling 
of customer complaints are two meth used by 
Stevens to meet the customer’s claim to lower price. 

“Price will be forgotten 7 times out of 10 if - 
stress the service of that item,” says Stevens. “If a 
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service problem arises handle it now, don’t put it off. 
You'll build up customer confidence and establish a 
firm reputation for your firm.” 

Stevens is also convinced that well-known trade- 
marked items can partially offset the lower price of un- 
known labels and will enable the dealer to make a 
better profit in the long run. Complete honesty with 
your customer and clean merchandise will also help 
the dealer compete with the discount house. 

“We bend over backward to give service, regardless 
how large or small the item may be,” emphasized 
Stevens. “Your customer may buy $1 worth today and 
make a $100 purchase tomorrow—you never know.” 

Merchandising tips. Stevens is a strong believer in 
following a merchandising calendar issued by the hard- 
ware association and other sources. This not only serves 
as a buying guide, but guides the dealer in starting 
his promotion at the right time. 

“Buying at the right time is an important factor in 
successful merchandising,” declares Stevens. “I follow 
the merchandising calendar very closely. It’s also very 
helpful for the customer. At this time of year, we go 
in pretty heavy for furnace filters. We know home- 
owners are cleaning up their furnaces and getting ready 
for fall and winter. 

“By the same token, we ordinarily do not sell much 
calking compound or weather stripping in July, but 
starting in September these are big items. So why not 
buy to your needs and look ahead?” 

Stevens always ties in with the annual hardware 
week promotion, among the several pushes he stages 
annually. This year, for example, he had a 30-day 
paint push with a lawn chair give-away and by tieing 
in with the Scott line he got plenty of co-op advertising 
help on seed, fertilizer and similar items. 

Some adding and weeding of lines has been done to 
improve the profit picture. Plastic wares have been 
added while some housewares like cutlery and ice picks 
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MR. 0. A. MOELLER, MOELLER FLOORING COMPANY, INC. , FAIRFAX, VA. 


TOP FLOORING CONTRACTOR SAYS: “We 
have used LaBelle Cut Nails since 1915 . . . knowing 
from long experience that they do the job for which 
hardwood floors laid with cut nails are famous.” 


Light N.Y. Regular 
Flooring Finishing Flooring 


CUT NAILS BY WHEELING 


There’s one sure way to get the straight story 
on flooring nails. Ask old pro’s like O. A. 
Moeller and Mel Lane. They’ve used and 
sold LaBelle Cut Nails for years. 

They’!] tell you LaBelle Cut Nails are 
best—draw floors up tight and squeak-free 
for life. No wonder Wheeling LaBelle Cut 


WHEELING CORRUGATING COMPANY 


MR. J. MELVIN LANE, LANE LUMBER COMPANY, INC. , ROCKVILLE, MD. 


TOP LUMBER DEALER SAYS: “We 
have handled Wheeling Cut Nails for over 
10 years... because they provide tight, 
lasting hardwood floors.” 


Nails are first choice with pro’s everywhere! 
Get the complete story from your Wheel- 

ing man. He’il show you what other pro’s 

are saying about LaBelle Cut Nails — from 

the laboratory of actual experi- 

ence! Wheeling Corrugating 

Company, Wheeling, W. Va. 


- IT’S WHEELING STEEL! 


Immediate delivery on all stocked items from these warehouses: Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, 
Louisville, Minneapolis, New Orieans, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston. 
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have been dropped. A new type of fiber glass furnace 
filter has sold very well and a power saw new to the 
store has had a good reception. 

Handbills, the community newspaper and occasional- 
ly radio have been used to build store traffic. The pro- 
motion budget runs 112% to 2% of sales. Widening 
the street in front of the store this year cost Stevens 
1/10th of his floor space, but encouraged him to install 
an attractive new redwood front. Parking space has 
been expanded to 35-40 cars. 


Tool merchandising. Stevens believes in having 
three price ranges in hammers and saws. He believes 
in stocking 4%” power drills, maybe a %” drill with 
emphasis on accessory items for these tools, also a 
medium-priced hand sander, possibly $10 to $12. 

He sees the 99¢ cent tool table as a way to sell many 
customers a better grade of tool by showing them the 
vast difference in quality. 

Stepladders and galvanized ware are also good items 
when stocked selectively. Stevens’ advice: A two or 
three-foot step stool; a four-foot and a six-foot step, 
but very light in eight and 10-foot step ladders. You 
might want to carry one or two, but have a longer price 
on those “necessary evil” numbers. 

On extension ladders: Pretty heavy on a combina- 
tion step and straight ladder with 24, 28 and 30-foot 
extension ladders; 12 and 14-foot straight ladders are 
also good, Stevens finds. He says 95% of his ladder 
sales are wood. 

On galvanized ware: very few tubs, but three or 
four different size buckets in 8, 10 and 12-quart sizes. 
Hit the galvanized garbage cans very heavily, also 
trash burners in the 20-gallon size. 


Turnover rate. Stevens tries for a three or four-time 
turnover annually, but sometimes does better than 
this. He tries to keep overhead down by watching 
deliveries carefully and avoiding callbacks. 

“We try to keep our drivers from coming back 


SELF-STICKING HOUSE NUMBERS in 
black and gold are a relatively new 
line which sells fast. (Write A.L. for 
source). 


GARDEN GOODS PROMOTION goes 
over well at North Side Lumber & Hard- 
ware. Ads and direct mail on co-op 
basis promote sales. 





Ask for Professional Advice 


Dealers who have problems in hardware or the lumber 
phase of their business should not hesitate to turn to 
professional sources for assistance, believes W. Roscoe 
Stevens, president, Northside Lumber and Hardware Co., 
Indianapolis. 

This help can be secured from local and national hard- 
ware and lumber associations and from private sources. 
Much of it is free and other assistance is available on a 
fee basis. It covers everything from merchandising to 
store design and layout. 

In most cases, this professional help is based on the 
experience of hundreds of dealers who have been con- 
fronted with similar problems. For this reason, many 
dealers have found a membership in both hardware and 
lumber associations, as Stevens has done, to their ad- 
vantage. 

In fact, many lumber dealers have benefitted from the 
expert advice of hardware wholesalers and hardware 
associations in remodeling their stores, staging special 
promotions and a careful selection of profitable lines. 
Many of these same services are available from experts 
in the retail building materials field. 


My 
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empty-handed,” said Stevens. “Gas and trucks cost 
money. Drivers call in to see if there’s a pickup at the 
warehouse or somewhere else. This speeds customer 
service, too.” 

With money costing 6% to 62 %, Stevens advocates 
watching capital investments more closely. “If you 
don’t have enough business and proper turnover, you're 
headed for trouble,” he warns. 

He urges a close watch on accounts receivable and 
a complete understanding between the dealer and 
customer on financing arrangements, even with the 
job in writing. His store promotes a monthly budget 
plan with a 142% carrying charge. 

With many allied products that the lumber dealer 
can sell, Stevens is convinced that he is in an enviable 
position to capitalize on hardware sales by selling the 
complete package. 


COLORIZING SYSTEM helped paint 
sales pick up 15% to 20% under di- 
rection of Mrs. Belva Cherry, depart- 
ment head, above. 
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NEW IMPROVE | 


— DOOR CLOSERS 


hand doors 


Adjustme nts 


NO BOTHER 
| folg Tsai 
Ww) thout Any 


right 


Ww hatsoe ever / 


‘SPARTAN’. . READY TO INSTALL INSTANTLY! 
Rugged construction, precision machined Swedish 
Steel. Unconditionally guaranteed for 5 years by 
us. Fast delivery from complete warehouse stock. 
Spare parts immediately available. Meets every 
heavy duty demand, yet COMPETITIVELY PRICED. 


75. PARKER HARDWARE MFG. CORP. 
\ @ Quolity Hardware Since 1900 @ 
Be) 27 LUDLOW STREET + Phone WAlker 5-6300 - NEW YORK 2, WN. Y. ra 
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COMPARE 


vy iN 
TeeeT 


WITH ANY 
OTHER 
HAND TRUCK 


CRT WIN-TILT 


has the exclusive, patented lever 
that permits finger-tip loading of 
materials up to 1200 pounds in 
weight. 


CORT WIN-TILT 


lets one man do the work of FOUR 
with LESS effort! 


CORT WIN-TILT 


provides the SWINGARD attach- 
ment (fits ANY truck) for instant, 
automatic protection to man and 
load in case of accidental, sudden 
release of the load — available at 
slight extra cost. 


FULL-WELDED, ALL-METAL 
CONSTRUCTION — NO 
RIVETS OR BOLTS TO 
WORK LOOSE, 


HEAVY, TUBULAR STEEL 
FRAME. 


>, ALUMINUM ALLOY BALIL- 
BEARING WHEELS WITH 
MOLDED RUBBER TIRES. 


© STREAMLINED—NO SHARP 
* CORNERS, 


@ COMFORTABLE HANDLE 
~ GRIPS, 
TODAY . + . write, wire or tele- 


phone for complete details and 
prices, 


TRUCK CO 
iN 
T' 4 EY. 
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Every Handyman 
Needs a compact, 
easy -to-carry 


Drop Head Threade 


Display them for easy sales! 
Snap a die head in the ratchet 
ring . . . cut the thread .. . it’s 
as simple as that! That’s why 
your home and farm customers 
want a RIfAtm drop head 
threader for fast, easy pipe and 
conduit threading. Heads can’t 
fall out .. . dies reverse 
quickly for close-to-wall 
threading. Finest quality 
RIFAID long wear- 

ing dies. Bolt and 

conduit dies 

available. 


Order from your 
Wholesaler! 


Hand Carrier Free With All Sets Except No. 12-R 


( Order in sets or any combination ) 
Exposed Ratchet Type 
For pipe— Ye"’ to 1° —OO-R 
Ye” to 1%" —111-R 
Y_’’ to 2’’—12-R 
For bolts—/’’ to 1’ —00-RB 


Enclosed Ratchet Type 
For pipe—%"’ to 1””—O-R 
Ya”’ to 1%""—11-R 
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PUSHBUTTON at checkout counter allows clerk to hold both RAISED PLATFORM ‘‘monitor" station is near doors and check- 
doors open for this customer carrying out a bulky purchase. out counters. All calls are relayed through this station. In- 
Doors are normally treadle operated. ventory reference books are against the wall. 


CLOSED-CIRCUIT television camera is fastened to VIEWING SET situated in a closet in owner's of- 
ceiling in one corner of Ace Hardware show- fice. Control panel for camera and intercom are 
room, to discourage shoplifting. next to Stauber’s desk. 








HARDWARE BUSINESS 





Electronics Cut Store Overhead 
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ELECTRIC CONVEYER carries merchandise to and from base- 
ment storage. Main floor dock is at rear of store, with an 
overhead door at the side. 


INTER-COM SYSTEM is used by Vic Ka- 
linoski, floor manager. Owner Stauber 
can quickly reach any employe in the 
store and direct him to a waiting cus- 


tomer. 


and Speed Customer Service 


Closed-circuit television and other devices bring super- 
market efficiency to Illinois dealer. 


PS bn ngelcrnag MERCHANDIS- 
ING took on supermarket effi- 
ciency, with the recent opening of the 
new Ace Hardware store in Wauke- 
gan, Ill. William R. Stauber is the 
owner and manager. Since many of 
the innovations are concerned with 
customer service, they could apply 
equally to the one-stop building ma- 
terials Home Center store. 

The battery of merchandising aids 
used in the new Ace store includes: 

1. Closed-circuit television which 
scans the entire main floor showroom. 

2. A two-way intercom system that 
connects management offices with any 
area in the store. 

3. Automatic door openers which 
mas be treadle or pushbutton oper- 
ated. 

4. Departmentalized displays, with 
price marked on each item. 


5. Stock inventory stored in base- 
ment bins directly beneath correspond- 
ing items displayed on the main floor. 

6. An electric conveyer belt at the 
loading dock that moves stock to and 
from delivery trucks in minutes. 

7. A hand-operated dumb-waiter to 
move hardware from basement stor- 
age to the main floor. 

Are all these features worth their 
cost? Stauber thinks they are. “In our 
old store, overhead costs increased 
every year, whether or not sales did 
the same,” he says. “It’s too early to 
know definitely how much the over- 
head will be cut, but selling costs 
should go down significantly.” 

“With the television receiver in my 
office, I can spot a customer waiting 
for service. By using the intercom, I 
send the nearest clerk to wait on him,” 
said Stauber. 
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He also emphasized that television, 
even when the camera is not operating, 
is a deterrent to shoplifting. In the 
hardware industry, pilfering accounts 
for a loss of 1% of gross sales, accord- 
ing to Stauber. At the same time, the 
set can be used to see that employes 
are busy when they should be. 

“Bluntly, profit is the main reason 
for the sales aids in our new store,” 
said Stauber. “Of course, the most 
important thing is to have what the 
customer wants. But these new fea- 
tures in the store make our salesmen 
more efficient, and help us to give 
fast, satisfactory service.” 

The entire store front is glass, 
though there are no window displays 
as such. “The entire showroom is the 
display,” says Stauber. 

leven 4 x 25’ island units hold 
most of the smaller hardware items 
stocked. These were supplied by Ace 
Merchandising service. One side wall 
has a power tool and builders hard- 
ware display. The opposite wall holds 
specialties, plumbing supplies, and 
paints. Perforated hardboard applied 
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on the rear wall supports an array of 
gardening tools. 

At the front of the store, near the 
doors, three checkout counters leave 
floor clerks free for customer service. 
Door control buttons at the checkout 
stations allow clerks to hold open the 
double exit doors for customers car- 
rying out long sections of pipe. 

Near the checkout counters, there’s 
a “monitor” station which is the nerve 
center of the store. An employe relays 
incoming and management calls to the 
proper person. Stauber’s power tool 


display adjoins this platform, further 
discouraging shoplifting. 

The loading dock is at the rear of 
the store. An electrically operated con- 
veyer takes stock to and from the 
basement in minutes. Above the first- 
floor dock area, on a partial second 
floor, are management offices. Stau- 
ber’s office is here, with the television 
viewing screen and camera controls. 

“Store traffic increased 300% over 
that in our old location. Part of this is 
probably because of the newness,” he 
said. “I expect sales to imcrease a 
minimum of 25%.” 

The new store is 65’ x 125’, 
which is a third larger than the old 
Ace showroom. Except for the loading 





SAFE PADLOCK 
HARDWARE CoO. 


Subsidiary of 


THE AMERICAN HARDWARE 


STORM 


DOORS 
need sturdy 
Hardware 


—make it Safe! 


Safe Storm Door Hardware 
is designed for a long life 
of reliable performance. 

Depend upon it... for 
quality ...forendurance 
... for beauty. There’s 
a style, material and 
finish for every fall 
and winter purpose. 


+.» you can count 
on SAFE for 


Flawless 
FINISH 


Prompt 
DELIVERY 
and 


Competitive 
PRICE 


and 


LANCASTER, PENNSYLVANIA 
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dock area, the entire main floor is 
display space. Part of the basement 
gets use as a salesroom, too. An ad- 
joining building holds some stock, and 
is also used for such customer services 
as cutting and threading pipe. In addi- 
tion, Ace has a separate 65’ x 50’ 
warehouse. Stauber bought and is pav- 
ing a 40-car parking lot a half-block 
from the new store. 

Credit buying accounts for about 
half the sales at Ace, according to 
Stauber. The new store has 15 sales 
people, and a total of 25 employes. 

Store hours are: Monday, Thursday, 
Friday, 8 a.m. to 9 p.m. On Tuesday, 
Wednesday and Saturday, 8 a.m. to 
5:30 p.m. Sunday hours are 9 a.m. to 
1 p.m. 


Paint Buying Survey Available 
From Good Housekeeping 

New YorK—A_ comprehensive 
study on consumer preferences and 
practices with paints has just been 
released by Good Housekeeping mag- 
azine. 

The survey showed that: 
* 47% of the 1,811 consumer panel 
members queried painted walls or had 
them painted, during the last year 


* professional painters were hired by 
about one-fourth of the respondents 
for inside paint jobs and about one- 
half for painting the exterior 


* complete information is provided 
on colors used for home exteriors and 
for each room 


* where paint is purchased is listed by 
type of outlet-—in more than half the 
families, it was purchased in a paint 
store 


* techniques and types of paints used 
are tabulated 


* 96% of respondents have painted 
walls in at least one room 


* painting is a family project, in only 
25% of the families did the husband 
alone do the actual painting 


* cleaning brushes and rollers was 
voted the most unpleasant element in 
handyman painting with preparing the 
surface for painting a close second. 

The major editorial feature, of in- 
terest to retail building materials deal- 
ers, builders and materials manufac- 
turers, recently published in the maga- 
zine, is a 10-page article, titled Paint! 
It’s Wonderful! 

Winter retail displays will simultane- 
ously be tied in with the editorial. 
More than 2,800 leading paint and 
accessories retailers have received the 
promotion “Now’s the Time to Paint!” 

The 76-page paint research study 
States and tabulates current home 
painting experiences and views. Al- 
most half of it consists of verbatim 
comments of respondents. Copies of 
the report are available on request 
from Lorna Opatow, research direc- 
tor, Good Housekeeping, 57th St. at 
8th Ave., New York 19. 
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The vuitloole is alas the belt 
wilh Qualilybilt Wood Windows 


Here's a window line so complete that it’s bound to suit your 
requirements. The Qualitybilt Wood Window line ranges from pre- 
cision-crafted, slimline Casements to the versatile, economical 
4-Ways ... includes the novel Gliders, Double-Hung, and 

Picture Units. If it's quality you want... at a reasonable price.. 
then investigate this full line! There's a Qualitybilt Distributor 
near you with complete details. See him TODAY, 

or, write us for full information. 

See our catalog in Sweets Architectural and 

Light Construction Files! 


FARLEY &€ LOETSCHER MFG. CO. 
DUBUQUE, IOWA 


Entrances / Doors / Frames / Sash / Blinds / Casements / Glider Windows / Sliding Doors / Screens / Combination Doors / StormSash / Garage Doors 
Mouldings / Interior Trim / Sash Units / Louvers / Kitchen Cabinet Units / Cabinet Work / Stairwork / Disappearing Stairs / ‘‘Farlite’ Laminated Plastics 
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HARDWARE BUSINESS 


Building Materials and Tools Demonstrated 


Together. Result: 40% Sales Increase 


® New Jersey lumber and building materials dealer celebrates 52nd 
anniversary by staging successful 6-day Do-It-Yourself Carnival. 


* It proved that people will part with their money when you combine 


both building materials and handyman tools with promotional 
flair. 
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SPRINGFIELD, N. J. 


HE REASON that one-stop lumber 

and building materials merchants 
have such a sales advantage over in- 
dependent hardware dealers is demon- 
strated in the pictures above. 

Taken at a successful 6-day Do-It- 
Yourself Carnival celebrating the 52nd 
anniversary of Channel Lumber Co. 
in Springfield, the pictures show how 
building materials displays and pro- 
motion works together with power 
tool demonstrations—for mutual ad- 
vantage. 

Al Viscito, manager of the Spring- 
field yard and store, said that the gala 
promotion resulted in an immediate 
40% increase in sales for each of the 
six days, compared to the previous 
week’s sales. 


“We figured we'd get long-range 
benefits from this 5-day celebration. 
But, the sales jumped up the first day 
of the show and continued high each 
day,” he said. 

“We have a parking iot which ac- 
commodates about 1,000 cars. It was 
filled almost every day of the Carni- 
val,” Viscito added. 

In the picture at left above, it’s clear 
that husband and wife don’t always 
see eye to eye. The home craftsman 
intently watches the DeWalt power 
tool demonstration. His wife day- 
dreams over the ceiling tile display 
above the tool demonstrator. Channel’s 
one-stop policy can put both of their 
desires on the same ticket. 

Another tie between building mate- 
rials and tools is shown above at 
right. The U. S. Plywood booth is 
next to the power tool demonstration. 
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The tool demonstrator showed visitors 
how to make molding for the paneling. 
He would then hand the molding to 
the paneling salesman who would 
then demonstrate his product. 

The handyman visitors bought both 
tools and paneling—and a host of 
other products—at the Channel cele- 
bration. 

The dealer had 25 manufacturers 
participating in the event. Representa- 
tives from competing lines would al- 
ternate hours of demonstration. 

One of the most successful ideas 
during the 6-day show was a carnival 
tent erected at the yard. The Simpson 
Logging Co. moved in a display that 
is normally reserved for lumber dealer 
conventions—and the crowd was de- 
lighted. Channel Lumber provided a 
ringmaster for the tent show, adding 
to the shopping excitement. 
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HARDWARE BUSINESS 


New Products 


Specifications and Market Data on Products You Can Sell 


For more facts, use 
handy back cover 
coupon. 


Packaged Rental Department 


A new Rental Service Unit requires 
only 24 square feet of floor space. It is 
offered complete with a stock of rental- 
proven items such as drills, wrenches, 
clippers, saws, electric cords and other 
do-it-yourself tools. A _ self-advertising 
unit, it also can be mounted on casters 
for outdoor display. 

Price of the unit depends upon the 
equipment inventory a dealer selects. It 
generally averages about $1,500, says 
maker. Financial help of up to 70% of 
the cost also is available. An investor 
may expect from 1'42-to-2 times the cost 
of the service unit in gross income from 
it in the first year of operation, says 
manufacturer. For further details, write 
to United Rent-Alls, Inc., Dept. AL, 
2627 North 27th St., Lincoln, Nebr. 
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Develops a Do-It-Yourself 
Wood Preservative 

A new all-purpose, water-repellent liq- 
uid preservative protects wood against 
insects and decay, surface molds, mil- 
dew and fungi. Trade-named Oz Wood 
Preserver, it is a single compound. Oz 
doesn’t stain or leave hard-to-cover crys- 
talline deposits, says maker. A home- 
maker may easily paint over it with a 
varnish or color of her choice, it is said. 
Oz meets or exceeds the requirements of 
National Woodwork Manufacturers Assn. 

Market data. Oz is available in quart 
and gallon sizes. Sales aids include point- 
of-sale promotional materials plus an ex- 
tra dealer discount on initial orders. Os- 
mose Wood Preserving Co. of America, 
Dept. AL, 980 Ellicott St., Buffalo 9, 
N. Y. 
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Multi-Purpose Tarp & Silo Cap 


A new multi-purpose tarp and silo 
cap made of sunlight-resistant polyethy- 
lene is designed for farm use in silos, 
as a fertilizer cover, or for boats, cars, 
machinery or outdoor furniture. 

Market data. Made of high-quality 
black film in .004” gauge, the covers are 
offered in three sizes: 14’ x 14, 16 
x 16 and 20 x 20’. They now are 
available from distributors. 

Dealer sales aids include free counter 
displays containing the various sizes of 
covers. The Kordite Corporation, Dept. 
AL, Macedon, N. Y. 
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(For more new products, see page 61) 
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Floor Protectors 


A new line of Amtico 
Guards consists of 7 dif- 
ferent types of vinyl casters 
and glides for floor protec- 
tion. The plastic guards help 
stop unsightly skid marks 
and indentations from heavy 
furniture. Sizes range from 
a small nail-on button glide 
to large square and round 
caster cups. The line also 
includes small round and 
square caster cups as well 
as swiveling arid straight tip 
glides for 1” chrome or 
aluminum tubular _furni- 
ture. Amtico Flooring Div., 
American Biltrite Rubber 
4 Dept. AL, Trenton 2, 
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Adjustable Cylinder 


A new Yale adjustable 
pin-tumbler lock cylinder 
expands or contracts by the 
turning of a screw and can 
be regulated to fit any door 
with a thickness of 1%” to 
24%”, says maker. The ad- 
justable cylinder can be 
used in all mortise locks 
and panic exit devices. It’s 
available with both five and 
six pin tumblers in both 
-715 and .500 cam lengths 
in a variety of finishes. The 
Yale & Towne Mfg. Co., 
Lock & Hardware Div., 
Dept. AL, 11 S. Broadway, 
White Plains, N. Y. 
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the, /raule says: 


“HIPShow is the 
greatest combination 
of essential products 
and information ever 
assembled. No one 
aiming for bigger 
profits in this field 
should fail to attend.” 


5th annual nationwide 


1961 HOME 


IMPROVEMENT 
PRODUCTS SHOW 


Convention Sessions Trade Show Days 
FEBRUARY 8&-9-10, 1961 FEBRUARY 9-10-11, 1961 
HOTEL PARK SHERATON New York Coliseum 

New York 2 








SEE, COMPARE, LEARN, SELECT 
products and methods you need to meet de- 
mand. Only HIPShow brings together the 
greatest variety of commodities and special- 
ties, material and equipment, topics and 
speakers to let you recognize, develop and 
exploit the opportunities for maximum busi- 
ness and profit in your selling area. 


PLAN NOW TO ATTEND 
SAVE TIME 
REGISTER IN ADVANCE 


HOME IMPROVEMENT PRODUCTS SHOW, 
331 MADISON AVENUE, NEW YORK 17, N.Y. 


“ADVANCE REGISTRATION FORM 


Home Improvement Products Show AL-11-21 
331 Madison Avenue, New York 17, N. Y. 


Please mail Admission Badge to me. I understand that there is no registration fee 
and that the badge will admit me to the exhibit floor at any time during show hours. 


CITY & STATE 
(0 Additional names with infor- [) Hotel reserva- 

mation as requested above on tions requested. 

attached sheet 
TYPE OF FIRM—PLEASE CHECK APPLICABLE BOX BELOW 
(0 Specialty Dealer () General Contractor [] Dept. & Chain Store () Manufacturer 
(0 Lumber Yard © Builder © Hdwe. or Appliances [) Wholesale only 
(0 Bldg. Materials [[) Moderni ( Wholesale & Retail (1) Other: 








Renovating 
eee tT | td 
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the only place 
they won't stick 
IS on 

your shelves 


Elmer’s full line turns over fast—and presto! Profits go up. No 
wonder—with all the ads in top consumer magazines backing 
these great glues. Stock all of them. See your supplier or write 
The Borden Co., 350 Madison Avenue, New York 17. 


BUILD BIG 
BORDEN 
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BPW) ae Sib ale (—) ae a 6 Lod ol 3 a a oy —i— 
now 2%, .in diameter 
-smartly different in design 
-the BEST, improved again! 





New 
Color-Coded 
Boxes 


help you easily select 





the right DEXTER lock Key locks are packed in Privacy sets are identi- 


boxes with green color coding fied by blue color on box 


Here's new time-saving, trouble-saving con- 
venience for both builders and dealers. New 
color coding on all Dexter lock boxes tells 
you ata glance the function of the lock inside. 
No more time spent reading the fine print or 
fumbling to open the box. Pick the color... 


: Passage sets are recognized Patio sets come in boxes 
and you have the right Dexter lock. by their brown color coding with red color coding 


BUY DEXTER 
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NEW PRODUCTS 


(begins on page 58) 





New Super Socketool Set 
provides a homemaker with 
a complete tool chest for 
glove compartment, tackle 
box or drawer. Packaged in 
a transparent gift box, the 
set retails for $4.98. It con- 
tains: Ratchet handle; 
straight hex, offset hex and 
double offset adapters; 7 
hex and 3 square sockets; 
4 tool steel screwdriver bits, 
2 for slotted screws and 2 
for recessed-head screws; 2 
tool steel awl points; and a 
tack lifter. Shelton Prod- 
ucts Co., Dept. AL, Shel- 
ton, Conn. 

Circle No. 208 on Handy Cover Card 


Ball Bearing Drawer Slide 
Is Easy to Apply 


A new ball bearing drawer slide said 
to reduce installation time and cost is 
designed for side-mounting. Sturdy slide 
supports loads up to 75 pounds. Self- 
aligning tabs on the drawer track elim- 
inate measuring and leveling, providing 
quick, simple installation. Only 2” clear- 
ance is required on each side for installa- 
tion. Slotted screw holes simplify adjust- 
ments. The plastic rollers glide smoothly 
and quietly on ball bearings. 

Market data. Slide is available in 18”, 
20”, 22”, 24” and 28” lengths. Slotted 
holes at 4%” intervals make it easy to cut 
tracks for in-between 
start at $3.15 per set in individual en- 
velope pack; bulk prices begin at $2.95 
per set. Slide also is available at lower 
cost with free-rolling plain bearings. 
Free store demonstrator is available to 
dealers with initial stock of 10 No. C- 
4076-35 22” drawer slides. Amerock 
Corporation, Dept. AL, 4000 Auburn, 


Rockford, Ill. 
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Turret Sprinkler 


A new Melnor Turret 
Sprinkler has four different 
positions. Just by turning 
the turret, the spray selec- 
tor quickly and easily clicks 
into place for four spray 
patterns: strips 5’ x 50 
and 10’ x 50’, rectangular 
areas up to 20’ x 40’ and 
square areas up to 30’ x 
30’. Twelve sprinklers, in- 
dividually boxed, are packed 
in a master carton. The 
sprinkler is unconditionally 
guaranteed for one year, has 
a list price of $3.95. Melnor 
Industries, Dept. AL, Moon- 
achie, N. J. 
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Leigh Door Pulls 

New plastic Leigh Deco- 
rator Door Pulls are avail- 
able in 6 colors. They are 
designed for any sliding 
door application including 
by-passing and pocket doors, 
cabinets or sliding windows. 
Pulls are installed simply by 
drilling a hole in door 2” in 
diameter x 5/16” deep and 
pressing in pull. Choice of 
two packs containing 72 or 
144 pulls is offered. For 
literature, write to Leigh 
Building Products, div. of 
Air Control Products, Dept. 
AL, Coopersville, Mich. 
Circle No. 211 on Handy Cover Card 
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Adjustable Wrenches 


A new line of thin pattern 
adjustable wrenches has 
mirror polished heads, triple 
chrome plate overall. Each 
wrench is individually pack- 
aged in a hang-up box. The 
wrenches are available in 
four sizes: 6”, 8”, 10” and 
12”. Suggested retail prices 
range from $1.69 for the 6” 
size to $3.98 for the 12” 
size. For a brochure, write 
to Witherby Products Div., 
John H. Graham & Co., 
Dept. AL, 105 Duane St., 
New York 8, N. Y. 
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Winterizes Shrubs 

A new liquid plastic com- 
pound winterizes and wraps 
a protective coating around 
shrubs and evergreens to 
keep them safe from cold, 
winds and snow. Trade- 
named FX-2 Plant Protec- 
tor, it prevents loss of mois- 
ture while permitting plants 
to breathe. It also reduces 
fire hazard of Christmas 
trees indoors. Coating is 
thrown off as plant growth 
resumes in spring. List price 
for one pint is $1.98, which 
makes 3 quarts. FX-Lab 
Co., Dept. AL, 77 Okner 
Parkway, Livingston, N. J. 
Circle No. 213 on Handy Cover Card 
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Weatherstrip Kit 


For only $6.75 and a half 
hour’s work, a new kit is 
said to provide a homeown- 
er with the equivalent of a 
$30 professional weather- 
stripping job around his 
door. An aluminum extru- 
sion holds insert of vinyl to 
create a multiple seal to 
door and threshold. An 
aluminum and vinyl “door 
shoe” with integral rain- 
drip fits under the door. The 
strip may also be painted. 
Pemko Mfg. Co., Dept AL, 
5755 Landregan St., Emery- 
ville, Calif. 
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Lightweight Levels 
The new lightweight 
aluminum levels of 18” and 
24” lengths are known as 
Nos. 2518 and 3524 Com- 
pacts. Both have die-cast 
frames with strong, rein- 
forced ends. Top edge is 
ruled with 4%” calibrations. 
No. 2518 has 1 plumb and 
1 level, weighs %4ths pound; 
No. 3524 has 2 plumbs and 
1 level, weighs 1 pound. 
For literature, write to The 
Columbian Vise & Mfg. 
Co., Dept. AL, 9023 Besse- 
mer Ave., Cleveland 4. 
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Newly Styled Router 


It takes only seconds to 
convert new router No. 155 
to a finishing sander, scroll 
saw, power plane or shap- 
er table, says maker. It has 
a 23,000 rpm motor and 
also an auxiliary handle to 
assist in making intricate 
cuts. Despite the high speed 
of the new router, it is easi- 
ly controlled with one hand, 
says maker. Porter-Cable 
Machine Co., Dept. AL, 
Marcellus St., Syracuse 1, 
N. Y. 
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HARDWARE BUSINESS 





NEW PRODUCTS 


(begins on page 58) 





Outdoor Fixture for 
Flush Installation 


A new weatherproof fixture for flush 
installation in earth, concrete or plaster 
is designed for outdoor installation in 
gardens or around buildings. 

The unit is constructed of all-cast alu- 
minum and is fully sealed to meet all 
weather and grade conditions, Fixture 
is designed for 150W Par 38 flood or spot 
lamp, sealed beneath a clear-crystal tem- 
pered lens. Internal adjustment permits 
aiming of the lamp in any direction up 
to 30° off the vertical. 

Market data. Standard unit measures 
9” x 9” and is tapped for 2” conduit side 
entry. Other sizes and entry locations 
are available when specified. Dealer 
sales aids include a catalog (No. 5100). 
Write to Prescolite Mfg. Corp., Dept. AL, 
2229 Fourth St., Berkeley, Calif. 
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Multi-Purpose Lawn Edger 


Ott Lawn Edger has a double shear- 
ing action for high and low grass plus a 
side guide for trimming close to walls 
and curbs. Edger is constructed of 
heavy-duty aluminum. Its cutting blades 
of hardened steel are self-sharpening and 
adjustable. 

Market data. Ott Lawn Edger is 
available in three models, Nos. 100, 200 
and 300, retailing at $10.95, $14.95 and 
$24.95, respectively. Dealers are offered 
a 40% discount on list price. A dealer 
may buy as little as one unit. Six units 
are packed in a master carton. Sales 
aids include ad mats, literature and a 
plan of cooperative advertising allow- 
ances. Write to A. B. Enterprise, Dept. 
AL, P. O. Box 188, Ahoskie, N. C. 
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Ceramic Bath Accessories 


Lenape ceramic bath accessories are 
easily installed on any surface and each 
unit may be quickly removed for clean- 
ing. The accessories are offered in a 
Shell or Futura design in six colors: 
dawn pink, blue, daffodil yellow, tur- 
quoise, sand and white. 

Market data. As an introductory offer, 
the manufacturer is making available at 
no cost to the dealer the point-of-pur- 
chase display (pictured above) valued 
at $20 with the purchase of six sets of 
fixtures. Total list price amounts to 
$62.40; the dealer’s cost is $37.44, giv- 
ing him a profit of $24.96 or 40%. 

Stock is easily replenished from whole- 
salers with any number, style or color. 
Each piece is individually boxed. Catalog 
sheets and price list may be obtained 
by writing to Lenape Products, Inc., 
Dept. AL, 120 Stokes Ave., Trenton, N.J. 
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FABRIC DOOR 


This neat folding, narrow profile fabric door has so many 
builder and consumer features no dealer can overlook 


its sales potential. 


Builders appreciate its ease of installation—only seconds 
per door, no hanging, painting, hardware. 

Consumers like its good looks, its space saver qualities, 
washability, portability. It’s fire resistant, reversible 


and available in many lovely colors. 


For complete details see your distributor or write: 


THE COLUMBIA MILLS, INC. 
SYRACUSE 1, NEW YORK 


368 S. WARREN STREET e 
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SELLS by 
demonstration 
of design 

and quality! 


You'll turn a pretty profit when you 
suggest “SCOTCH” BRAND Masking 
Tape with every paint sale. 








SCOTCH” IS A REGISTERED TRADEMARK OF THE 3M CO 
(Mienesora [/fimine ano ]ffanuracrunine company 
+ WHERE RESEARCH 15 THE KEY TO TOMORROW 
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TURNBUCKLES 


Complete Line of 


New Sales Aids SELF-LOCKING 


EASY HANG perforated board fixtures 





HARDWARE BUSINESS 














package amounts to $339.60; dealer’s cost 
is $216.48, giving him a profit margin 
of over 36%. This provides a dealer with 
a full profit of $123.12 in addition to 
the $50 permanent store fixture. For 
literature, write to Skil Corporation, 
Dept. AL, 5033 Elston Ave., Chicago 30, Faster. 
Il. 
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Promotes Six-Ounce Tube Caulk without clips! 

DAP announces the development of a 
new caulking tube and display case show- 
ing illustrations of product applications 
to encourage self-service. 

The new tube contains six fluid ounces 
of white DAP caulking compound. The 
tube is made of lightweight aluminum 
for easy extrusion, says maker. Tubes are 
packaged 10 to a display case. 

DAP ll-ounce caulking tubes, also 
sold in a counter case, will be continued 
in the full DAP line. Write DAP, Inc., 
Dept. AL, Dayton 31, Ohio. 
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Bubble-packed and 
Card-mounted packaging. 


















The most popu- 
lar Easy Hang 
Fixtures—24 
items—are now 
packaged on 
Card-mounted 
or Bubble- 
packed Display 





UW GAROEN 
<> anaes Roller-Go-Round Unit 
A new Roller-Go-Round merchandiser 
provides a dealer with a compact, counter- 
top display for 7” and 9” MagiKoter 














iy 


rollers and Jet frames. The white enamel 
a : Cards - 
‘: rack measures 18” in diameter and ei — 
stands 28” high. Rack is furnished to a late self-selection .. . de- 
dealer at no extra charge with a sales- velop volume sales. 


balanced assortment of Woostron and 
Fabric “X” covers and Jet frames in both 


7” and 9” sizes. The Wooster Brush Co., 

Dept. AL, Wooster, Ohio. NEW &-5Z 
’ : Circle No. 222 on Handy Cover Card 
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Fheeue 4 merchandiser 


A store-tested Easy 
Hang department in 
itself. Holds assort- 
ment of self-locking 
fixtures, plus perfo- 
rated board in bin 
at back. Takes small 
24” x 21" floor space. 
Drop-shipped, pre- 
paid. Call your job- 
ber or write today. 








Lawn & Garden Profit Center 


A new merchandiser announced by 
Skil Corp. promotes the firm’s expanded 
line of electric garden tools. Unit is 
available for $50 to dealers who pur- 
chase two of the new Skil Model 531 
De luxe Shrub and Grass Shears; two of 
the new Model 527 De luxe Hedge Trim- 
mers; one each of the heavy-duty models 
of the Shrub/ Ce, a Bg A nor 
Trimmer; two each of the Roller Handles pe lili 
for the shears. In addition, the retailer Fastest Dealer Service : i Bie. 
receives one ‘ach, of, the ea¥Y-GulY Speci arrangements will speed your mo met a 
easily offsets the dealer's outlay of $50 inquiry to the manufacturers. See the BOX 333, MICHIGAN CITY, IND. 

back cover for the first really conven- FACTORY: GRAND BEACH, MICH. 


for the display. my 
Retail value of the merchandising ient card for one-stop shopping. 
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Six-for-Five Rule Offer 


Eagle Rule announces a fall a 
tion special in which dealers may buy 6 
each of 4 numbers, but will pay for 
only 5 of each. Rules included in the 
deal are a heavy-duty extension rule, a 
Royal Eagle rule, a carded prepriced 
$1.29 coil spring joint rule and a carded 
prepriced 79¢ Arrow rule. Latter three 
rules are available in inside marking as 
well as regular marking. 

Retail value of the merchandise is 
$38.28; dealer cost is $20.25, giving the 
dealer a gross profit of $18.03. Eagle 
Rule Mfg. Corp., Dept. AL, 510 Hunts 
Point Ave., New York 59, N. Y. 

Circle No. 223 on Handy Cover Card 


Plastic Window Materials 
and Rack Specially Priced 


Seven rolls of assorted plastic window 
material plus a self-selling display rack 
are available at a special price. The offer 
includes three rolls of Eskay-Lite vinyl 
and four rolls of Sisal-Glaze plastic. 
Rack takes a minimum of six square feet 
of floor space yet displays up to 18 rolls 
of plastic or screening material in any 
width. Included with the rack is a mov- 
able cutter bar and measuring tape. 

A complete promotional kit contain- 
ing a counter display, window banners, 
samples and colorful folders also is in- 
cluded. The special offer saves a dealer 
over $18 on the cost of the rack alone, 
says maker. American Sisalkraft Div., 
St. Regis Paper Co., Dept. SP-AL, At 
tleboro, Mass. 

Circle No. 224 on Handy Cover Card 
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Behr-Lac Satin Finish 
Sales Package Announced 


Every dealer who orders this Behr-Lac 
Merchandiser containing four 2 pints, 8 
pints and 6 quarts of the interior wood 
finish will receive not only his custom- 
ary 40% discount but an extra 20% off 
list on his total initial order. He also will 
receive free of charge the $7 display 
rack shown in photograph above. 

In addition, he will be provided with 
window banners and other promotional 
literature designed to tie-in with Behr’s 
national advertising program beginning 
the first of the year. Behr Process Corp., 
Dept. AL, 1603 Talbert Ave., Santa Ana 
12, Calif. 

Circle No. 225 on Handy Cover Card 
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Designed for use by Dealers and 
Contractors, this new illustrated publication 
lists the entire range of Carborundum’ 8 me 


construction. 
information 
and application 

Write for 


THE CARBORUNDUM COMPANY 
P.O. Box 447, Dept. A, Niagara Falls, N. Y. 


Gentlemen: 


| would like a copy of “Abrasive Products 


for the Construction Trades” 


Name 





Coneny ss os 


Address___ 


Zone 


State 





City. 
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Look at your floor tile sales...the profit picture is 
better with Ruberoid’s sales-making mirror display 


IT TAKES MORE THAN QUALITY FLOOR TILE 
TO BUILD A PROFITABLE “DO-IT-YOURSELF” 
FLOORING BUSINESS. 


That’s why so many dealers have taken on the RUBEROID 
line and show it with the dramatic Mirror Display. They 
find the sale is easier to make when the customer designs 
his own floor and sees it to scale—right in the showroom. 
The Mirror Display has everything: the samples, the 
space, “See-It- Yourself” appeal, and the SELL. 
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Check with your RUBEROID distributor or your local 
representative for details on the line of Asphalt and 
Vinyl-Asbestos tile now available — and the Mirror 
Display. The RUBEROID Co., 500 Fifth Avenue, New 
York 36, New York. 


RUBEROID 
FLOOR TILE 
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BIGGEST DOLLAR volume producer in Hechinger's 
Alexandria, Va., store is this 98¢ imported hand tool 


HARDWARE BUSINESS 


lenient a 


ae 


table. The ‘messed up" display nets 10% on each 


item sold. 


BAS Judie ae 
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HIGHER-PRICED QUALITY tool center was added to the Alexandria 
store because people wanted better hand tools after trying out imports. 


Imports & Domestic Tools Work Together 


¢ Customers in Hechinger's Alexandria, Va. store decide 
they need better quality hand tools for lasting use after 
succumbing to the lure of 98¢ imports. 


* Tools and hardware have played the major role in 
the rapid sales growth of this suburban branch of the 
Washington, D. C., building materials firm. 


ALEXANDRIA, VA. 
OST POPULAR SALES COUN- 
TER at Hechinger’s store here 
is the 98¢ hand tool display. When the 
counter is kept neat, sales sag. So 
youthful Robert LaMar, manager of 
the local outlet for Hechinger’s, delib- 
erately dumps the imported Japanese, 
German and Italian models in.a pile 
on the table and lets browsers finger 
through to their heart’s content. 

In one test weekend, more than 
$1,000 worth of imports was sold. 
Hechinger’s makes 10% profit on 
each item. 

“This one small counter accounts 
for more dollar volume than any other 
in the store,” comments James Car- 
trett, assistant manager. “We’ve had 
several hundred reorders since we put 
it in. Furthermore, it helps build sales 
in other departments.” 
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Add quality line. LaMar and Car- 
trett added a higher-priced, quality 
line when customers began asking to 
more “lasting” hand tools. They had 
tried the 98¢ items for one or two 
jobs. Then when purchasers found 
they needed better tools to keep 
around the house for anything that 
came up, they inquired about better 
ones. 

Anticipating the move, Hechinger’s 
had already installed a quality domes- 
tic-brand tool center. From there on, 
it was simple to “sell up.” 

“These low-price imports not only 
help us upgrade the tool sale, but the 
imports continue to move, too,” ex- 
plains LaMar. 

Traffic-pullers. Another traffic-pul- 
ler in the store is the light fixture cen- 
ter. This will be moved as Hechinger’s 


FREE USE OF POWER TOOL is a traffic- 
puller at Hechinger's. Self-service lum- 
beryard surrounds handyman sawing 
own board. 


remodels the store to get more storage 
and display area, expanding from 
4,500 to 17,000 square feet. The 100 
items sold, from outdoor lamps to 
elaborate ceiling fixtures, will also be 
expanded to 175 different items. This 
department now accounts for about 
10% of gross sales each year in the 
Alexandria store. 

Service. One service that draws the 
home handyman trade is free use of 
a power saw in an open shed adjacent 
to the main gate. This has increased 
self-service lumber sales at least 15%. 

Although Hechinger’s retains the 
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LIGHTING FIXTURES have proved so 
popular at Hechinger's in Alexandria 
that the above dis ‘ay of 100 fixtures 
will be increased to 175 samples in 
store expansion now underway. 


right to charge 25¢ per cut if an 
employe cuts wallboard, plywood or 
lumber, the charge is seldom added. 
Normally, too, the handyman prefers 
to cut the items himself. 

New store. Hechinger’s expanded 
store will be 156’ wide, 180’ long. 
Within five years after remodeling is 
completed, LaMar expects to double 
his present annual volume of $1 mil- 
lion. Located along the main highway 
leading out of town to the west about 
a mile from the nearest residential 
district, Hechinger’s drive-in trade is 
brisk. The 60-car parking lot is almost 








(Here's the one that ) 
WON'T SHRINK 
This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 

ear.” What's more, 

urham’s Rock- 
Hard Water Putty 

ves you by far the 

t profit margin on 

any product of this : 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may a, 
fall out or chip off. Durham's Rock-Ha 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish, Rasy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. * Packed twelve 1-lb, cans or six 
4-Ib. cans to case. Keep some of each on dis- 

lay. Available in 25, 50, 100-lb. drums for 
Industrial users, Order from your jobber, 


The PLASTIC Repair Material 
in POWDER Form ~ 


Circle No. 122 on Handy Cover Card 





always full, morning to night. The 
many items and services offered lure 
folks from miles around. 

Opened six years ago, already this 
small, but growing, Hechinger’s outlet, 
one of eight in metropolitan Washing- 
ton, has outgrown its space. It appears 
as if the Alexandria store will more 
see! meet its gross voiume goal by 
1 : 





46,000 Attend Hardware Show 


New York—aAttendance at the 
National Hardware Show last month 
in the Coliseum went over the 46,000 
mark for the first time, according to 
Frank M. Yeager, managing director. 

“Spot checks of the more than 1,- 
000 manufacturers who occupied 
every square inch of display area in- 
dicated cautious optimism about 1961 
prospects,” Yeager said. 

He also announced that next year’s 
hardware show will be held in Chi- 
cago’s McCormick Place, new $35 
million exposition center on the lake 
front, Oct. 2-6. Information and floor 
plans may be obtained from National 
Hardware Show, 331 Madison ave- 
nue, New York 17. 


Paint Firms Build 


Kansas City, Mo.—Masury Paints 
of Texas, Inc. and Seidlitz Paints of 
Texas, Inc., subsidiaries of Consoli- 
dated Coatings and Chemicals, Inc., 
have tripled their total production 
capacity by adding 62,000 square feet 
to Masury plant where both now 
maintain individual manufacturing 
and office facilities in Houston. They 
said sales have more than doubled in 
the last four-and-a-half years. 
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han Pra Oa Sone 
(merican Hardboard (ssoctation 


Executive Secretary 
208 W Macher Drive, Chicage. IT 


OUTSTANDING EFFORTS tying into its 
Plus Values campaign of the hardboard 
industry will be honored by this Amer- 
ican Hardboard Association citation. 
Some 100 awards will be made to per- 
sons or companies for promoting sale 
and use of American-made products. 
Cooperating in the campaign are Abit- 
ibi Corp., Bowater Board Co., Evans 
Products Co., Forest Fiber Products Co., 
Georgia-Pacific Corp., Edward Hines 
Lumber Co., Masonite Corp., Super- 
wood Corp., U.S. Gypsum Co. and 
Weyerhaeuser Co. 


GEDNUATTAE OSTA UAT REL SHH tk 
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100% 


Marine Grade 


Manila Rope 


Packaged for the 
Hardware Dealer 


=z KING COTTON 


A small space, big turnover display 
with 6 popular sizes. Puts any dealer 
in business with a minimum 
inventory. 


KING COTTON COIL ROPE 


In colorful, self-dis- 
pensing Selicord® 
cartons for easy 
handling and clean 
storage. Pre-meas- 
ured every 10 feet. 


Connected reels in ready to use 
counter display box. “Big Sell'’ in 
small space...only 8” x 18”. 


KING COTTON HANDI-HANKS 


Two color display 
carton. 35’ hanks 
pre-measured, 
pre-marked, f 
The King Cotton © 
Line—MANILA * 
SISAL * NYLON * 
DACRON * 
POLYETHYLENE * 


John H. Graham & Co., Inc. 


105 Duane Street, New York 8, New York 
Circle No. 115 on Handy Cover Card 
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TWO MODEL HOMES, one with aluminum siding and one with brick veneer exterior, are opened and 
manned seven days a week. Gable truss is used on lower-priced house, hip-roof truss on more expensive 


model. 


Still Big Business: 


CUSTOMER-FINISHED HOMES 


KEY MEN in the Home Building Depart- 
ment flank manager E. P. Ervin. Howard 
Phillips, left, is head of the drafting 
department and Walter Henderson is 
materials expediter. Dick Dusenberry, 
who supervises subs, was absent when 
this picture was taken. 


68 


® Dealer offers economy home package in three basic models 
ranging from $6,490 to $9,990 with many options. 


* Customers cut their costs by the amount of labor they do. 


* Experienced personnel help push annual sales toward 100 


mark, 


HERE IS STILL plenty of room 

in certain areas for a customer- 
finished packaged house under $10,- 
000. 


In Indianapolis, Wright Bachman 
Lumber Co. is selling this market with 
three model homes, each offering a 
number of optional features. Two de- 
signs have three bedrooms; a “Com- 
pact” model introduced this fall has 
two bedrooms. 

These houses are not sweat-equity 
or finish-it-yourself shelter as these 
terms are generally understood and 
this angle is not played up in the 
four-page brochure showing floor 
plans, perspectives and outstanding 
features of the two Gold Star homes, 
as they are called. 


The only customer labor required 
is painting; floor and ceramic tile 
installation; hanging screens; finish 
grade and landscaping. If the cus- 
tomer has the time and ability, he may 
do more work and labor saving is 
reflected in a reduced price. 

“The Triumph,” the lowest-priced 
model with 912 square feet, is avail- 
able at $7,490 with aluminum siding 
or $7,890 with brick veneer. The 
more expensive model is “The Royal- 
ton” with 1% baths and a family 
room. It sells for $9,590 with alumi- 
num siding and $9,990 with brick ve- 
neer. 

“Compact” features. The “Com- 
pact” model is offered for $6,490 on 
the owner’s lot. It was designed by 
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HOUSE SALESMAN 
CHARLES SHAW and 
“Compact” house, a 
two-bedroom economy 
model, introduced by 
Wright Bachman Lum- 
ber Co., Indianapolis, 
this fall. Planter and 
brick front are optional 
features. 


E. P. Ervin, manager of the firm’s 
Home Building Department, for. the 
young couple without a large family 
and for the middle-aged couple whose 
children are grown. The house is de- 
signed so that a third or fourth bed- 
room can be added, also a carport or 
garage. 

Bedrooms in the “Compact” are 
is: eA". eed Fo" xX 102" : 
a each es © cost. Aieoieum EXTRAS ADDED to the limestone exterior included carport, paneled living room and 


crlicutiod cahtaots prone Bh idly cg fireplace wall separating living room and kitchen. With extras, this Gold Star house 
sold for about $13,000. 


tures. The owner installs the floor un- 
derlayment and tile, trim and paints ¥ gx 
outside; or Wright Bachman will rec- C9 Re . nem 
ommend a painter whose price will be — anil ee IS od 
around $300. Options include alumi- ie ee Sta! he y 
num siding for $300 and a brick front “f = a 8, LAW 
for $200. fe ,' ae 13 A 
A 3% discount is offered for cash ap = a 4 Or, 
on the “Compact” house. If the cus- _ : . 


tomer will handle his own financing, a oe ee 
Wright Bachman will go beyond the — = me i 
customary 30-40 mile delivery area. — oo — oie 

Sales competition increase. After a = =— — —_ sth 


late April start in 1958, Wright Bach- 
man sold 57 customer-finished homes. 
That year, only one model (26’ x 
36’) was available. In 1959 both 
models were available in March and 
sales totaled 97. This year Ervin ex- 
pects 75-80 house sales. 

_ When Wright Bachman entered this ' 
field, there were only three competi- §LOWER-PRICED MODEL with screens and aluminum siding included a special ramp 

(continued on page 70) for convenience. 
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of concrete block, this year. 





Customer-Finished Homes 
(begins on page 68) 





tors; now 11 different companies in 
the area are after this business. 

Ervin has had wide experience in 
the semi-finished house market. He 
headed Whiting-Mead’s shell house pro- 
gram in the San Diego area for sev- 
eral years before returning to Indiana- 
polis and Wright Bachman, where he 
worked before going to the West 
Coast. 

Although the unit sales have been 
smaller this year, the average sale 
price has been larger by about $1,500 
as customers add footage, basement 
and garages to the basic floor model. 
About 10% of the homes are sold to 
Negroes. 

Features common to both models 
are wood sub floor, prefinished oak 
floors, birch prefinished kitchen cab- 
inets, aluminum screens, forced air 
heat, copper plumbing; choice of in- 
terior colors; hot water or gas heater 
and ceramic tile bath. 

Optional features. Among the op- 
tional features are attached garages, 
full basement, built-in appliances and 
additional floor space. Many custom- 
ers buy one or more of these addi- 
tional features, which will boost the 
final price from several hundred to 
several thousand dollars. 

Complete carpenter sub prices for 
basement, garage and extra footage is 
available on both models. 

Extra footage is easily addeed to 
each model. This frequently takes the 
form of an oversize garage or breeze- 
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ALL FOUNDATIONS and stoops are poured concrete, instead 


Fe 





way. An extra $100 is added for 
aluminum windows because of the 
necessity of installing marble sills to 
eliminate condensation. 

Wood windows are installed in the 
lower-priced homes and Wright-Bach- 
man has bought as many as 500 at a 
time. If the customer prefers, Wright- 
Bachman will install the floor tile and 
recommend a painter. About 80% of 
the customers install both floor and 
ceramic tile. 

One out of five houses have base- 
ments. This can add $1,400 to the 
price of the small house or $1,700 to 
the price of the larger model. 

Easy financing. One reason for the 
success of the program is the ability 
to get financing. Most of the houses 
are built outside the city limits and 
can be had with no money down if 
the owner has his own lot, also water 
connections. Insurance companies and 
savings and loan associations furnish 
most of the loans. 

With a good lot, it has been possible 
to get a loan for $8,200 on the Tri- 
umph and $10,000—$11,000, accord- 
ing to the area, on the Royalton. Most 
sales are made within a 30-mile radius 
and beyond thai the customer must 
arrange his own financing. 

On customer labor, Wright-Bach- 
man will allow the customer to do 
anything he can’t cover up. Unless 
qualified, this excludes him from doing 
plumbing, wiring and heating. By care- 
fully checking the lot—and Ervin goes 
out himself on this job—Wright-Bach- 
man gets the full amount of the loan 
application in about 75% of the cases, 
estimates Ervin. A decision on a loan 
application seldom takes more than 
two or three days. The customer is 


SLIDING GLASS DOOR to patio is standard feature 
of more expensive model. 





charged a flat $80 interest, which is 
added to the purchase price. 

Most of the financing is done at 6% 
over a 20-year span. This will run 
about $78 per month plus taxes on a 
$10,500 or $11,000 home or $58 plus 
taxes on the lower-priced model. 

Minimum personnel. Aside from Er- 
vin, who designs the homes, does most 
of the lot inspections and acts as liai- 
son man for the operation, Dick Dusen- 
berry supervises all the subs and Wal- 
ter Henderson schedules the flow of 
materials to the job and maintains a 
job progress chart. Charles Shaw, for- 
mer head of the hardware department 


HAL ARREART EERSTE ERA A 


Rough Finish 
WRIGHT-BACHMAN LUMBER CO. HOMES 
CARPENTERS’ SUB PRICES FOR EXTRAS 





PL: TELL 


Rough ‘Finish 
Stock Royalton $540 $290 
Add for 
basement 40 30 
12’ garage 140 10 
20 garage 220 10 
extra footage 50 .10 House 
only 
Stock Triumph $390 $220 
Add for 
sdg. gable ends 
(brick) 50 .00 
basement 40 30 
12’ garage 125 10 
20’ garage 210 10 
hip 35 .00 
extra footage 50 .10 House 
only 


Above prices include changes for 1960 
models and clean up after rough & 
finish 

If no Temp. Electric. add $20 to Stock 
Rough price. 

Storm Sash $2 each 
Storm Doors ........ $8 — 2 for -$15 


THUTARELUEDARUEACULIOU CU PEETEUETU ERAT APE 
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MANUFACTURED STONE, available in seven colors, is also 


available as an exterior option. 


is the only full-time salesman in the 
Home Building Department. 

Typical sale. After the loan appli- 
cation is filled out, Ervin will look at 
the lot for valuation. Then he calls 
salesman Shaw and tells him what 
loan he figures will be approved; Shaw 
will contact the customer with this 
information. Loan application is made 
and following its approval, Shaw will 
ask the customer to come in and sign 
a contract. Papers include home pur- 
chase and financing agreement cover- 
ing note or mortgage. 

The job is ready to start as soon as 
title insurance is secured. Dusenberry, 





GLUE-NAILED TRUSSES for complete house job are assembled 


on skids, which can be slid off a regular one-man lumber 


truck. 


who supervises the subs, takes over 
just as soon as the signed contract is 
brought in. He makes an appointment 
with the customer to stake out the 
house and is ready to go as soon as 
the title insurance is okayed. 

In addition to the materials that are 
included as part of the package, 
Wright-Bachman also furnishes the 
paint and tile and other items required 
by the homeowner who is doing his 
own work, Installation instruction is 
furnished to the extent of showing 
customers how to apply tile and loan 
of a ceramic tile cutter. 

Labor costs have been worked out 





INTERIOR HOUSE SIGNS HELP SELL. Refrigerator purchased with Gold Star home 
is $227.20 instead of $269.95 list. Kitchen features include birch cabinets, formed 
formica top, double sink with spray; vinyl asbestos floor; 85,000 B.T.U. furnace; 
30-galion gas or 52-gallon electric water heater; house is plumbed for automatic 


washer and wired for electric stove. 
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with the subs to the extent of fixed 
prices for installing aluminum siding 
and brick veneer; fixed price for ad- 
ditional footage, for a garage and a 
base price for plumbing. 

Heating, electrical and plumbing is 
subbed out with the exception of the 
Van Packer flue, which the carpenter 
installs. Rough plumbing and wiring 
is not handled by the firm, but pur- 
chase orders are furnished on items 
not ordinarily handled. 

Pricing. All materials are sold at 
list price and everything bought spe- 
cial, excepting built-in appliances, is 
marked up 50%. Built-ins, since they 
are delivered direct to the job, are 
marked up 40%. Average markup on 
everything going into the job exceeds 
50%. 

All labor is figured “plump” accord- 
ing to Ervin, although very little is 
made on this phase of the job. A 
“cushion” of around $300 is figured 
above materials on the small house 
and around $500 on the larger model. 

The three-man shop where trusses, 
gable ends and wall panels are fabri- 
cated showed a $15,000 profit last 
year. Fairly accurate records are kept 
on materials used in the shop, also 
labor charges, so Wright-Bachman 
knows its operational costs. 

Components are never inventoried 
in advance of house orders, a policy 
which helps keep overhead down. One 
good man in charge of cutting and lay- 
out and two men to shoot staples and 
hammer nails is all the labor necessary, 
Ervin says. 

For the dealer interested in this 
kind of business, Ervin feels that it 
can be handled by three men: a sales- 

(continued on page 74) 
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CORVAIR RAMPSIDE PICKUP—The new Chevrolet Cor- 
vair 95 Rampside pickup truck with convenient hinged side- 
loading ramp offers economical operation, low-loading height, 
easy handling and a high proportion of cargo space to overall 
size. The light-duty truck has a 95” wheelbase and short over- 
all length of less than 15’, affording easy driving and parking 
in traffic or close quarters. It is powered by rear-mounted 
80 hp Corvair air-cooled six-cylinder engine for low-operating 
costs. 

Loading height is only 14” from ground at side opening and 
26.5” at rear gate. Weight is distributed almost equally be- 
tween independently sprung front and rear wheels, regardless 


‘ait a 
of load, giving good ride and stability. Payload rating is 1,900 
pounds. Other models in the Corvair 95 line are a Corvan 
panel delivery and a solid-side pickup. 

Access door above bumper affords easy day-to-day servic- 
ing and checking of engine. For major servicing, complete 
power package, including engine, transaxle and rear suspen- 
sion, may be removed as a unit. A gasoline heater or a direct 
air heater utilizing engine heat to provide warm air for the 
passenger compartment are available as factory or dealer-in- 
stalled options. Chevrolet Motor Div., Dept. AL, General 
Motors Bldg., Detroit 2. 

Circle No. 236 on Handy Cover Card 


1961 TRUCKS 





VOLKSWAGEN PICKUP—This versa- 
tile truck carries loads ranging up to 
1,764 pounds on a 45-square-foot load 
surface. Chest between axles provides 
extra 20-square-foot storage area for 
fragile materials. Stakes and tarpaulin 
turn open-bed pickup into vehicle with 
161 cubic feet of load space. Air-cooled 
40 hp engine with full synchromesh 
transmission delivers cruising speed of 
59 mph. VW also offers a panel delivery 
truck and Kombi station wagon. Volks- 
wagen of America, Dept. AL, Engle- 
wood Cliffs, N. J. 
Circle No. 237 on Handy Cover Card 
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STUDEBAKER CHAMP—The rugged, 
1961 Champ pickup is ideal for deliv- 
ering building material supplies. Its new 
170 cubic inch six- -cylinder overhead 
valve engine is power-matched to truck’s 
gvw rating to provide new operating 
economy. The new power plant de- 
velops 110 hp at 4,500 rpm. In addition 
to the power-matched six, two V-8 en- 
gines are available for the Champ. 
Studebaker’s 1961 truck line also in- 
cludes a Transtar medium and heavy- 
duty series. Studebaker-Packard Corp., 
Dept. AL, South Bend 27, Ind. 
Circle No. 238 on Handy Cover Card 


GMC STAKE TRUCK—This new 1961 
GMC model 3500 stake truck has a 305- 
cubic-inch V-6 engine and independent 
front torsional suspension. Its standard 
rated gvw (cab and chassis, stake rack 
and load) is 16,000 pounds. GMC also 
has available in its 1961 line a new pick- 
up, which is especially designed for use 
by lumber dealers in making fast de- 
liveries of building materials supplies or 
carrying personnel. GMC Truck & Coach 
Div., General Motors Corp., Dept. A 
660 S. Boulevard, East, Pontiac 11, 
Mich. 
Circle No. 239 on Handy Cover Card 
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FORD STYLESIDE—A new type in- 
tegral cab and body offers greater rigidi- 
ty in Ford’s new 1961 light-duty F-100 
Styleside pickup. Tailgate has new non- 
rattling latch handles which can be op- 
erated with one hand. Load space has 
been increased nine cubic feet. The F- 
100 is available with an economy 135 
hp six or 160 hp V-8. Ford Div. of Ford 
Motor Co., Dept. AL, Rotunda Drive 
at Southfield Road, Dearborn, Mich. 
Circle No. 240 on Handy Cover Card 


FORD F-700—Newly styled heavy-duty 
F-700 has a cab 4” lower and 2” wider 
with 28% more glass area. Ford’s heavy- 
duty 302 cubic inch V-8 is now stand- 
ard in the F-700 while medium trucks 
in the F-C-B 600 series have a husky 
new optional 152 hp, 262 cubic inch six- 
cylinder power plant. Over 100 heavy- 
duty, diesel and gasoline-powered trucks 
prey been added to the Ford line for 
1961. 


DODGE STAKE—The 1961 Dodge D- 
200 stake is especially designed for use 
by lumber dealers. With a 742’ body 
on a 122” wheelbase, it has a maximum 
gvyw rating of 7,500 pounds. New, in- 
clined 6-cylinder gasoline engine pro- 
duces 140 hp in a displacement of 225 


DODGE TOWN iant car- 
rying capacity of the 1961 Dodge Town 
Wagon makes it ideal for use in deliv- 
ering building material supplies or as a 
personnel carrier. With its two rear 
seats removed, it has 155 cubic feet of 
load space. It has new 140 hp in- 
clined 6-cylinder engine and is avail- cubic inches. Dodge Div., Chrysler Corp., 
able in wheelbases of 114” or 122”. Dept. AL, 7900 Joseph Campau, Detroit. 
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For more facts, use 
handy back cover 
coupon. 


man Motors, sub. of Outboard Marine 
Corp., Dept. AL, 900 N. 21st St., Lin- 
coln 1, Nebr. 

Circle No. 242 on Handy Cover Card 





Truck Cost Record Book 


Free truck cost record books 
as well as forms for driver daily 


CUSHMAN KSTER—A _three- 
wheeled pickup with economy and ma- 
neuverability is especially designed for 
light hauling and delivery at construction 
sites. It also is said to be light enough 
not to sink into soggy terrain. 

Called the Cushman 780 Truckster, 
its steel pickup box holds up to 800 
pounds of materials. It also can be 
equipped with a dumphopper or a flat 
bed with stake racks. Powered by a four- 
cycle, 7.95 hp engine, the Truckster has 
three-speed transmission and delivers 50 
mpg at cruising speed of 50 mph. Cush- 


reports assist truck users in eval- 
uating the performance of their 
equipment. The 20-page book per- 
mits an accurate record to be 
kept of all charges against one 
truck for one full year. Driv- 
er’s daily report shows number of 
trips and stops, trip time, mileage, 
fuel and oil consumption. For 
copies, write International Har- 
vester Co., Consumer Relations 
Dept. AL, 180 N. Michigan Ave., 
Chicago 1. 
Circle No. 243 on Handy Cover Card 
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WHITE COMPACTS—A new concept 
in trucks and tractors has a front wheel 
cut in either direction up to 50% greater 
than other similar makes, The Compact 
series is of cab over engine design with 
an extremely short wheelbase (74” to 
96” for tractor; 114” to 150” for truck) 
and a wide track front axle (80”). The 
Compacts are ideal for metropolitan de- 
livery service with tractor suitable for 
piggyback and yard trailer shuffling as 
well as intercity service. The White 
Motor Co., Dept. AL, 842 E. 79th St., 
Cleveland 1. 
Circle No. 244 on Handy Cover Card 








Customer-Finished Homes 
(begins on page 68) 





man who would also follow through 
on loan applications; one man who 
would buy materials not ordinarily 
handled and schedule deliveries; one 
man who would supervise the subs 
and write contracts. 


Most customers, Ervin finds, like 


Texturing Machine Saves Time 


Paint texturing on walls and ceiling is 
a new feature offered Wright-Bachman 
customers. In their newest “Compact” 
model house, visitors have shown a pref- 
erence for paint texturing. 

Speed is the prime advantage to 
Wright-Bachman, which purchased the 
equipment for their dry wall sub. He 
pays for the machine on the installment 
plan—1¢ per foot textured. Walls can be 
adequately covered with one coat and an 
entire house finished in 1% to 2 hours, 
depending on the model. 

Until now, the Indianapolis firm has 
preferred to steer clear of paint problems 
by allowing the customer to make his 
own arrangements with recommended 
contractors. But if customers are con- 
tent with a restricted number of light 
colors, painting may be incorporated in 
the package price. 

(For the address of the firm offering 
this texturing machine, write American 
Lumberman, 59 East Monroe Street, 
Chicago 3, Ill.) 


the Wright-Bachman uncomplicated 
way of selling. The contract makes no 
mention of plans or specifications and 
the customer seldom inquires beyond 
the information outlined in the four- 
page promotional folder. Descriptive 
signs inside the house models play 
down the frills. One sign states: 

“Please note: our model homes are 
not furnished with ‘eye appealing’ fur- 
niture. We are proud of our construc- 
tion and feel you can more carefully 
examine the high quality of this home 
without the distraction of furniture.” 

After visiting the models and getting 
available information from the sales- 
men, comment from customers boils 
down to this: 

“We like the house. How much are 
the payments?” 

Subs handling the Wright-Bachman 
jobs include the foundation man, who 
also handles cement and brick work; 
carpenter, plumber, electrical, heating, 
sheet metal and guttering and dry wall. 
Because of his good reputation, a sep- 
tic tank installation man also handles 
at least 50% of the Wright-Bachman 
jobs, even though his charges are 
higher than normal. 

The subcontract labor on the iarge 
house with brick siding will run about 
$3,380; on the small house, $2,900. 

Materials for the average house are 
handled in six loads: first load, every- 
thing to get the sub-floor down, plus 
a few items to make a load; second 
load, exterior panels; third load, in- 


How Salesman Was Chosen 


Charles Shaw, former head of the 
hardware department at Wright Bachman, 
was chosen full-time salesman in the 
Home Building Department at Wright 
Bachman Lumber Company following a 
contest to select the right man. 

The six weeks contest was based on 
points for individual and team effort 
with total cash prizes of $1,000. Sales 
teams manned the model homes, each 
man working four evenines and four 
afternoons overtime. 

Points were based on: 

1. Salesman securing qualified leads 
for followup. 

2. Actual sales from leads furnished. 

Three men were selected at the end ot 
the contest period to handle house sales 
for the remainder of the year. Charles 
Shaw was finally named full-time de- 
partment salesman. All house leads are 
funneled to Shaw for follow-through. 


terior panels; fourth load, trusses; fifth 
load, everything to complete the ex- 
terior of the house. 

Two model homes along heavily- 
traveled Kentucky Avenue, newspaper 
advertising and some radio are used 
to promote the Gold Star Homes. 
Models are kept open from noon to 
8 p.m. during the week and noon to 
6 p.m. on Saturday and Sunday. Ma- 
jor newspaper dispiay space promoted 
the homes abcut every week and radio 
is used occasionally. 








REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 


truck body 


Furr for everyone 


AIR - CONDITIONED 


a(seneral 
Og! ethorp 2 


OLF CLUB e COTTAGES 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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Phifer Aluminum Neils in Job-Pec Cans ate ge soy 

hardwore — never scatter on floor or 

figuring and assure thet every noil will post ie at the’ job 

site. All of the extensive A pepe line of Aluminum Nails 

(except common, trim ond oval head trailer nails) are 
4 packed in pull string “Job-Pac’ — 30 te a master carton. 


All nails in 25- and 50-Ib. cartons 





/ 


ous dh tea Guetta ste ae eee a 
activity~swimming, tennis, boating and salt water 
. 18-hole championship golf course at _ 
nightly i in the beautiful Riverside Room . . social director 
-organized activities and entertainment. Fi, 
Choice of American or European Plan. 


COMPLETE FACILITIES FOR GROUPS AND CONVENTIONS” 


ieee SAVANNAH, ‘one 


Island near 
Write today for FREE illustrated Brochure or see your Travel A 


ALUMINUM historic 


SCREENING 
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Classified 
Advertisinc 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—-30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times——-25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
tess are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Morroe St., Chicago 3, Ill 


Phone Fi 6-7788 





HELP WANTED 








Credit su pevigns—mrperionsed with col- 
financ 


lections, I loans, mo 
Midwest aan Address Box N-61 American 
ae berman & Building Products Merchan- 





Wanted: Experienced man to manage Home 
Remode Department for a large, well 
established lumber ey: in sow Cook 
County, acent to Chica Sales area 
Chicago and Southwest Cook County. Ad- 
dress Box_N-62 American Lumberman & 
Building Products Merchandiser. 





Well-known, long-established wholesaler 
needs experienced SALESMAN for distribu- 


tion oe = 
iowa. Real rom a 
you woul 7 in on the ground floor Rae 


In your confidential 1 - 
American Lumberman rag Building Products 
Merchandiser, Please outline personal 
background and work experience. 





SITUATION WANTED 











Experienced in Architectural Millwork 
a 
Products Merchandiser. Bue _ 





pee & for fine ‘yard man soapenpeannnd or large 


i, 4 Sales promotion and 
enced 





sales managemen l 
in all phases of management Prefer Midwest 
location. Box No. N-58 rican ner 
man Building | Pog Merchandise 





BUSINESS FOR SALE 





ADVERTISERS’ INDEX 





taser & 


Retail 
In- 


cae Approximately 

300’ rail si 7500 hy Ft. sheds, 5200 Sq. 

Ft. Mill pped, 1000 Sa 
. oe 2 Box American L' 

bh Products Merchandiser. 





Retail Ane Bldg. Material & Fuel busi- 
ness saing .00 with no salesmen. 
Can ng doubled using Art Hood’s methods. 
bob. _ invento: = my on easy 
to responsible Lease real es- 

eon te, Modern store ay office, easy working 
ard. Long established in growing Eastern 
eg town. All inquiries answered. Ad- 
Box N-67 American Lumberman & 
Building Products Merchandiser. 





— YARD—for sale. Chicago's finest 

N. W. suburb. All lumber under shreds. No 
brokers. Side track. Reply stating manage- 
ment experience, cash available, bank ref- 
erences. Address Box N-68 American Lum- 
berman & Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





For Sale: 


$105.00 


1 car 1x6 #2 Cypress 
9¢ ea. 


1 car 6’ Cypress stacking sticks 
Please phone or wire your orders. 


Gaiennie Lumber, Shreveport, La 





BUSINESS CARDS: Rateod prints ing, illus- 
trations, $3.95 thousan Free 

samples. Rainbow Printers, 166 Tot th South- 
weak Canton, Ohio 





Revised Book Details 
Building Cost Estimates 

New Yorx—How to estimate the 
cost of any type of light or heavy con- 
struction job is detailed in a new revi- 
sion of the 20-year-old book Con- 
struction Estimates and Costs. 

Each phase of construction work is 
presented separately with simple 
arithmetical methods for accurately 
estimating costs described and illus- 
trated. Every step is covered from 
preliminary investigation through ap- 
proximate estimates to complete esti- 
mates that include overhead, material, 
labor, equipment cost and profit. 

Material on asphalt walks, drive- 
ways and pavements is featured, along 
with various aspects of construction 
work, such as handling and transport- 
ing materials, excavation, piling and 
bracing, concrete, masonry, wood- 
work, structural steel, roofing, heat- 
ing and air conditioning, plumbing, 
electrical work, lathing and plastering, 
painting, etc. 
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Allied Chemical Corp., 
Barrett Division .. 
American Hardboard Assn 
American Sisalkraft Corp. 
Armstrong Cork Co. 
Arrow Fastener Co., 


Barrett Division, 

Allied Chemical Corp. 
ose go Mfg. Co. 

Bird & Son, Inc. 
Borden Co., The 


Carborundum Co., 
Celotex Corp., The 
Colorado Fuel and Iron Corp., 


The 
Columbia Mills, Inc., 


Dexter Lock Division, 
Dexter Industries, 

Dierks Forest, Inc. 

Durham Co., 


Farley & Loetscher Mfg. Co 


General Oglethorpe Hotel 
Georgia-Pacific ... ale hee 
Graham & Co., Inc., “John H. 


Hager & Sons Hinge Mfg. Co., C. 
Hastings Aluminum Products, Inc. 
Home Improvement Products Show 


International Salt Co., Inc. 


— Aluminum & Chemical Sales, - 29 
a abish nkosi biveagiaianes <=9 
King Cotton Cordage 


Libbey-Owens-Ford Glass Co. 


Magna-Bond, Inc. 

Medalist Hardware Division, 
National Lock Company 

Minnesota Mining and Mfg. Co. 

Multiplex Display Fixture Co. 


Pacific Lbr. Co., The 

Parker Hardware Mfg. CD. 8 
Phifer Wire Products ... 
Pickering Lbr. Corp 

Pittsburgh Plate Glass ‘Co. 


R-B Co., The bees 
Ridge Tool Co., The .. ah 
Roddis Div., Waperhaciner C Co. 
Ruberoid Co. 


Safe Padlock & Hardware Co 
Southern Pine Assn. ..... 


Turnbuckles, Inc. ......... 
Twin-Tilt Truck Co. 


U. S. Plywood Corp 

U. S. Steel Corp 

Universal Atlas "Coment. 
Div. of U. S. Steel 


Wells Aluminum Corp., 

Kelco Div. 
Weyerhaeuser Co., Roddis Div. . 
Wheeling Corrugating Co A 


Zegers, Incorporated 





WPA Names Ad Agency 

PORTLAND, OreE.—Western Pine 
Association, the nation’s largest lum- 
ber manufacturing group, announced 
appointment of McCann-Erickson, Inc. 
Portland, to handle the organization’s 
complete advertising and public rela- 
tions program beginning next January 
Ist. 

Leo W. Beckstrom, WPA promo- 
tion manager, said the account had 
been handled by N. W. Ayer, San 
Francisco. Now WPA has plans for 
greater emphasis on new product de- 
velopment, development of new ap- 
plication methods and more aggres- 
sive promotion, he said, and “Mc- 
Cann-Erickson gives us a strong agen- 
cy to help us carry forward our am- 
bitious program.” 
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MANAGEMENT WORKSHOP-IN-PRINT 


HAALHUNUOAT DUANE EHNE 


Business Precepts for 
Particular People 


During the series of 95 workshops, the workshop- 
pers have submitted hundreds of favorite mottoes, 
wise. sayings, and proverbs. The following selections 
seem to have had the widest appeal to the group. 


Necessity never made a good bargain. Franklin 

We grow by doing—not by thinking of our 
thovights and feeling of our feelings. Hubbard 

The manager who depends on others to do his 
reconnoitering, supervising and planning will soon 
have: nothing to manage. 

A, mark of a smug mind is a quick contempt for 
the itieas of others and a cheap certainty of the per- 
fection of one’s own opinions. 

Idging things the way they have always been done 
is a dangerous substitute for thinking. 

Ljon’t bring me an idea—fetch me a plan! Never 
mirjd the philosophy—give me a sample! 

Af human development no matter what form it 
tak, must be outside the rules, otherwise we would 
nevy! $ + have anything new. 

\y long as I dare, all things are possible. 

()¢ all the money a man earns and spends in his 
life, he gets the most lasting satisfaction from what 
he’, pends on his home. 

the certainty of one’s opinion has no relation to 
its avscuracy. 

it-,s always easier to see needed changes in others 
thin in ourselves. 

‘A decision is no better than the information on 
which it is based. 

{he person who has little self confidence is likely 
to Have very little confidence in others. 

Style is putting proper words in proper places. 

(here are nine requisites for contented living: 
health enough to make work a pleasure; wealth 
enough to support your needs; strength to battle with 
difficulties and overcome them; grace enough to con- 
fess your sins and forsake them; patience enough to 
toi} until some good is accomplished; charity enough 
to see some good in your neighbor; love enough to 
mave you to be useful and helpful to others; faith 
end#ugh to make real the things of God; hope enough 
to ‘yemove all anxious fears concerning the future. 
Goethe. 


UOUULLLERALAET TAA 


The greatest discovery of my generation is that 
people can alter their lives by altering their attitude 
of mind.—James 

We will do the best job, I am sure, when and only 
when every boss acts on the understanding that an 
indispensible part of his assignment is to do every- 
thing he thoughtfully and reasonably can to en- 
courage the growth of his subordinates. Fred R. 
Kappel 

He who would dare to teach or lead must never 
cease to learn. 

There is little hope for those unwilling to undergo 
the labor of thinking. 

A business is never standing still—it is either be- 
coming more efficient or losing ground. 

It is oftener through pride than through lack of 
understanding that we so militantly object to prevail- 
ing opinions; we find the front seats already in other 
hands, and we do not want the rear ones. La- 
Rochefoucauld 

The three D’s of Research—digging—diagnosis— 
decision. 

_ Man learns by experience—he profits by think- 
ing. 

New ideas always take shape within a small 
group of men whose task it is to spread them and 
get them accepted by the people. Emery Reves 

No man can make or break a habit in a moment, 
but at any moment a man may start to make or 
break a habit. 

Good management consists of making average 
people do the work of superior people. 

One good idea is worth a year of hard work. 

The great business man is the man who can 
gather and appropriate the good ideas of others. 

Don’t be afraid to admit you were wrong yester- 
day. It shows you have grown in the last twenty 
four hours. 

It isn’t what you know that matters—it’s what you 
remember to use. It isn’t what you’ve got that counts 
—it’s what you do with what you've got. 

Self control precedes any other type of control. 





FAMOWOOD . the AMAZING... 


TIC for wood finishes! 
ayfitrenie nent ronan « STICKS LIKE GLUE! 
orn is the answer... where wood 


rtant. Simple to =. . effi- 

cient, bee me-saving, when filling wood 
cracks, Souses, nail and screw holes or 

pane oe CAN BE np oll UNDER 
FIB GLASS. ‘Dries quickly, dcesn’t shrink. 
Sta: t under adverse conditions. .FAMO- 
Wi sands oo, * does oy 
Takes spirit dye stains 
wea hen 


the can. 
matchless 


FAMOWOOD dex, iptive literature & price list on request. Distributor & Desler inquiries invited, write Dept. 754 


BEVERLY MANUFACTURING COMPANY tos anoruts a, cau. 


Weautaciprors ef...FAMOWOOR « FAMOGLAZE o FAMOSOLVERT 
Rie eee 
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Follow Art Hood’s ‘‘Management”’ 
Series in Each Issue of A.L. 


You'll learn 
the way to... 
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from the South's 


leading lumber producer... 
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Soon, from Dierks own timber will come a new 
forest product, Dierks Woodfiber Sheathing, the 
building material that combines strength, ease of 
application and effective insulating qualities. It is 
available in 4’ sheets ranging in length from 6’ to 12’. 


Available asphalt impregnated or asphalt impreg- 
nated and coated, Dierks Sheathing minimizes air 
infiltration and resists moisture absorption. Two 
different densities are available, standard or rigid 
sheathing—the rigid requires no corner bracing and 






Nace 


ys ‘thee! 


WOODFIBER SHEATHING © 
and related produce 






prevents racking of vertical members. It holds nails 
tightly; shingles can be nailed directly to it. 


In addition to Sheathing, other Dierks Woodfiber 
products are Shingle Backer and Roof Insulation, 
highest quality special purpose products also made 
from pure wood fibers. 


In the long Dierks tradition of quality, the new 
products of the Woodfiber Division are the best 
available on the market today. Fill your next re- 
quirements for sheathing from Dierks. Write, wire 
or phone for details. 


DIERKS FORESTS, INC. Woodfibee Division 


810 Whittington Ave. 


Hot Springs, Ark. 





“WOODFIBER PLANT, Craig, Oklahoma, scheduled for production, January, 1961 


Circle No. 129 on Handy Cover Card 





i ee ee ee ee ee me ee me 


ee KS 











This card good until March 1, 1961 


Advertised Products Nov. 21, 


1960 


Re ae ee ee eo ae! Ge ae ae 
4. 1S) 16 17: «18 Ow Mw 21 22. 3 a 
27 28 29 30 31 32 33 34 35 36 37 38 
40 41 42 43 44 45 46 47 48 49 50 51 
53 54 55 56 57 58 59 60 61 62 63 64 
66 67 66 & 70 71 72 73 74 =«78 ~«76 «77 
79 80 81 82 83 84 85 86 87 88 89 90 
92 93 94 95 96 97 98 99 100 101 102 103 
105 106 107 108 109 110 111 112 113 114 115 116 
118 119 120 121 122 123 124 125 126 127 128 129 
131 132 133 134 135 136 137 138 139 140 141 142 
144 145 146 147 148 149 150 151 152 153 154 155 
157 158 159 160 161 162 163 164 165 166 167 168 
170 171 172 173 174 175 176 177 178 179 180 181 
183 184 185 186 187 188 189 190 191 192 193 194 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 208 209 210 211 212 
214 215 216 217 218 219 220 221 222 223 224 225 
227 228 229 230 231 232 233 234 235 236 237 238 
240 241 242 243 244 245 246 247 248 249 250 251 
253 254 255 256 257 258 259 260 261 262 263 264 


13 
26 
39 
52 
65 
78 
91 
104 
117 
130 
143 
156 
169 
182 
195 


213 
226 
239 
252 
265 





Name Title 











Address 





City Zone 














This card good until March 1, 
Advertised Products 


ee eae Be ge oe ae SE ae 
14 15 16 17 18 19 20 21 22 23 24 25 
27 28 29 30 31 32 33 4 35 36 W7 38 
40 41 42 43 44 45 46 47 48 49 50 51 
53 54 55 56 57 58 59 60 61 62 63 64 
66 67 68 69 70 71 72 73 74 75 76 77 
79 80 81 82 83 84 85 86 87 88 89 90 
92 93 94 95 96 97 98 99 100 101 102 103 
105 106 107 108 109 110 111 112 113 114 115 116 
118 119 120 121 122 123 124 125 126 127 128 129 
131 132 133 134 135 136 137 138 139 140 141 142 
144 145 146 147 148 149 150 151 152 153 154 155 
157 158 159 160 161 162 163 164 165 166 167 168 
170 171 172 173 174 175 176 177 178 179 180 181 
183 184 185 186 187 188 189 190 191 192 193 194 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 208 209 210 211 212 
214 215 216 217 218 219 220 221 222 223 224 225 
227 228 229 230 231 232 233 234 235 236 237 238 
240 241 242 243 244 245 246 247 248 249 250 251 
253 254 255 256 257 258 259 260 261 262 263 264 


Dealer Wholesal a 





13 
26 
39 
52 
65 
78 
91 
104 
117 
130 
143 
156 
169 
182 
195 


213 
226 
239 
252 
265 














Name Title 
Company 

Address 

City Zone State 





Dealer 











TATU 


a 
AP 
* 7 4 


FIRST CLASS 


Permit No. 777 
CHICAGO, ILL. 


“~ 
on 


BUSINESS REPuy CARD 
I a ge en 


es 
mY 


?p Necessory 


if Moiled in the United Stat 
14, 


P. O. BCX 139 


NEW YORK 


Sd el Slee teil to tt eT 


POSTAGE WILL BE PAID BY 
AMERICAN LUMBERMAN 


Ne Postooe Sito 


a 





FIRST CLASS 
Permit No. 777 
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Outstanding Kentile® Floors like this are featured inthe steady Kentile advertising that appears in Lire, 
LOOK, THE SATURDAY EVENING Post and@ 17 other leading magazines plus Sunday Magazine Sections. 


E MORE REASONS 
KENTILE GIVES YOU QUICK DELIVERIES FROM OVER a ee opt 


150 WAREHOUSES! Wherever you are, there's a dis- ARE EASIEST TO SELL 
¢ Top Quality...backed by the famous 


tributor's warehouse near you...ready to supply you Saks uma! 

i i i i i line... often ¢ Complete Line: Vinyl Asbestos, As- 
with anything in the entire Kentile Floors 7 re ae ee 
within 24 hours. No need for you to carry big stocks. Tile! 

i € i ¥ : e Hi-Fi Paper Samples (perfect repro- 
With Kentile Floors, you're sure of products that are in decries th sha isa) aad tenting 


constant demand... youll sell more, profit more! problems ...take little space! 


139 
N. Y. 


United States 


P.O. BOX 
14, 


NEW YORK 


No Postage Stamp Necessary 


if Mailed in the 
POSTAGE WILL BE PAID BY 


AMERICAN LUMBERMAN 


BUSINESS REPLY CARD 


SEL LL PS NT te a een te 


For complete information, contact your nearest Kentile Floors Divisional Office shown below. 


SEINE BRBOURE 


58 Second Ave., Brooklyn 15,N. Y. © 350 Fifth Ave., New York * 3 Penn Center Plaza, Philadelphia 2, Penn. © 55 Public Square, Cleveland 13, Ohio 
900 Peachtree St, N. E., Atlanta 9,Ga. © 106 W. 14th St, ota eh 5,Mo. © 4532 So, Kolin Ave., Chicago 32, Ill. © 2929 California St., Torrance, Calif. 
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